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Hundreds of thousands of tool user 
buy this plier every year... 

DO THEY BUY IT 
FROM YOU ? 

Every year hundreds of thousands of tool users... 

including your customers... lay their money on the line 

for the Channellock No. 420. They say no other plier does 

sO many jobs so well. That’s why it will pay you to stock it 

.. Catalog it... display it up front. You’ll like the fast 

turnover and the extra profits of America’s fastest selling 

plier. Send for our new catalog. 

CHAMPION DeARMENT TOOL COMPANY © MEADVILLE, PENNSYLVANIA 

IT’S PROFIT-WISE TO STOCK THE GENUINE CHANNELLOCK LINE 



100‘« nylon rope 

polyethylene rope 

tiller cable 

All you need to sell the boating 

folks in your area...and all ona 

free rack that’s only 24 inches high 

and taking less than one square foot 

of counter or floor space. 

Get your share of this marine syn- 

thetic rope business... and get it 

the low inventory, low cost, mini- 

mum space way. Write for catalog 

page and price list. Ask your jobber 

for King Cotton. 

Kine on: 
— 

JOHN H. GRAHAM & CO. INC. 
105 Duane Street 

New York 8, New York 



STAN DA re D j Zz a There is a Grabler Square “Gee’”’ Pipe Fitting for practically 
: every known plumbing or heating job requirement. From 

: solder-joint fittings to malleable, cast iron, drainage, nipples, 

and hangers, you will find what you need from Grabler’s 

complete line of pipe fittings. 

Important to you is the fact that Grabler fittings come to 

you package-protected — makes them easy to handle and 

identify. Dependable distribution means your wholesaler can 

fill your order fast and complete. Standardize your next pipe 

ses ; : ; AYS i : fitting order — make them Grabler Square “Gee’”’ Fittings. 

Warehouses Providing Dependable Service to Wholesalers 
New York ¢ Philadelphia © New Orleans 

Boston © Atlanta © Pittsburgh © Cincinnati 
Dallas ¢ Chicago ® St. Louis * Detroit ¢ Denver 

Minneapolis ©® San Francisco ©® Los Angeles 

ORDER A SUPPLY FROM YOUR WHOLESALER TODAY 

The GRABLER — Manufacturing Co. ¢ 6565 Broadway * Cleveland 5, Ohio 
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PETERS 
means 

SALES 
Heavy 1959 advertising behind 

PETERS “High Velocity” 
ammunition will pay off in 

extra sales for you! Get 

your share—stock, display, 

and push the entire line. 

a | 
PACKS THE\ POWER 
PETERS CARTRIDGE DIVISION, BRIDGEPORT 2, CONN. 

“High Velocity” is a trademark of Peters Cartridge Division, Remington Arms Company, Inc. 
For Details Circle 4 on INQUIRY CARD 
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We'll do it with one of hardware’s best 

known brands—Nicholson or Black 

Diamond —plus this free display 

For years, Nicholson and Black Diamond have 

been among the best known and most respected 

brands in the hardware field. They‘ve been first 
in their field for sales, too, as you know. 

Now these brands appear on hacksaw blades. 

They identify the best blade buy for your cus- 

tomers. And to make sure customers see them, 

we give you a bright, permanent display free 

with the Number 80 Assortment. 

Let us start selling hacksaw blades for you 

now. Order your Number 80 Nicholson or Black 

Diamond Assortment today. Your wholesaler has 

displays and blades in stock. 

MR. RETAILER: 

HERE’S WHAT YOU MAKE 

ON THIS DISPLAY 

Your Cost. . . . $15.48 

Retail Value . . . 23.50 

Your Profit . . . 8.02—or 34.1% 

Place this page in your want book—or call your wholesaler now. 
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U.S.A, 
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SPECIAL 
SHATTERPROOF 
BAG (5) 
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stock of fast selling hacksaw blades 

nas Specifications Quantity 
length teeth per in. No. 80 Ass't 

NF 1018 10” 18 5 
Flexible High Speed NF 1218 12” 18 5 

(Molybdenum) NF 1024 10” 24 5 
NF 1224 12” 24 5 

SS 1018 10” 18 15 
Special Shatterproof SS 1218 12” 18 15 

Standard Steel SS 1024 10” 24 15 
SS 1224 12” 24 15. 

NICHOLSON FILE CO., PROVIDENCE, RHODE ISLAND 

For Details Circle 5 on INQUIRY CARD 
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SIDE LINES 
RETIREMENT COMES 

EASY when the pattern of Jos- 
eph E. Schlosser is followed. He 
is a former hardware man and 
plumbing contractor of Olympia, 
Wash. In 1954 he purchased 90 
acres of land on the Isle of 
Pines, 60 miles south of Cuba. 
Each year he spend six months 
in Olympia and the other six on 
the fabulous island where he 
says living is cheap and work is 
nearly non-existent. 

BRAND NAME AWARDS in 
the hardware category have 
been won by Western stores for 
the past two years. Horace 
Green & Sons, Long Beach, was 

the winner of the 1958 award. 
There are many Western hard- 
ware stores doing an excellent 
job of promoting well known 
brands. If you think your store 
is doing a commendable job with 
brand names, you still have a 
chance to enter for the 1959 
awards. Just circle 299 on the 
inquiry card and you will re- 
ceive the necessary entry forms. 
There is no entry fee. 

DISCOMFORT INDEX has 
been introduced by the U. S. 
Weather Bureau. The chief of 
the bureau received a letter from 
Joseph Miller, managing direc- 

tor, National Electrical Manu- 

facturers Association. It says, 
in part: “Our industry con- 
siders the regular announce- 
ment of a combined tempera- 
ture and humidity report one of 
the most progressive and en- 
lightened steps taken by the 

(Continued on page 6) 
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COMMEN T— 

It's Worth Repeating 

It has been said before by many persons that it may cost 
you a pretty penny if you do not update your entire store 

operations. 

Many retailers have proved this. Within a few weeks 
after installing new fixtures and systems, they have found 
many advantages. Most of them get an increase in the 
number of customers, sometimes as high as a 50-per cent 

increase. Many discover that with modern presentation of 
merchandise in the selling area that the average sale per 
person increases anywhere from 10 to 60 per cent. 

Sometimes modern fixtures give a retailer the opportunity 
of expanding without adding an inch to the premises. It’s 
not done with mirrors. It’s done by utilizing ... in an 

efficient manner . . . the cubic footage area within the store’s 
sales area. It also helps to transfer as much warehouse 

space as possible to selling space. 

Many stores remodeled in the immediate years following 

World War II. Today they are out of date. So many im- 
provements have been made in fixtures, equipment and 
systems that no matter how good and clean the store may 
look, it just won’t do the profit-making job that modern 

stores can do. 

This annual Store Improvement Issue was designed to 
help you see what is taking place in the retail hardware field. 

It is predicated on the idea that you can’t do business to- 

morrow the way you are doing it today. 

5 



OUR READERS WRITE 

... to the Editor 
New Products Rates High 

Gentlemen: 

You have the best New 
Section. 

Products 

Les Weinstein 
Fox Hiway Center 
San Bernardino, Calif. 

Lobbies for Inquiry Service 
Gentlemen: 

Your Inquiry Card service is a won- 

derful, helpful service. 

Herbert W. Hall 
W. D. Hall Co., Inc. 

El Cajon, Calif. 

Packaging Progress Slow 
Dear Editor: 

Your March Editorial “It’s A Pack- 

age Deal’ was much appreciated. I 

have always enjoyed your Editorials 

and have in every case gotten a 

worthwhile basic idea from them. 

Packaging is making very 

progress. Many expensive mistakes 

are made because the “experts” have 

never had to price—display—and sell 

the product to consumers. 

Every month I read costly ads an- 

nouncing in colored print so-called 

wonderful changes in packaging—it’s 

slow 

WE DO A REAL 
BIG BUSINESS 
NOW - THANKS 

TO YOUR FULLER. 

TOOL-A-MAT 

TOOL-A-MAT Takes only 15" , 

Get the story from your jobber tod¢ hy! 

pitiful—so many of them are obsolete 
by progressive self-service standards. 

I have met two problems that need 
airing—in those cases where the 

packaging is acceptable. 

1. Many wholesalers are prejudiced 

or stubborn or skeptical or something 

—and won’t stock it. 

2. In one case I discussed all the 
details with a manufacturer and a 

wholesaler—the manufacturer agreed 

to our suggestions 100 per cent—then 

went into production. The supermar- 
ket at my back door had the full line 
of these in the new packages products 
(plumbing accessories) over two 

months before the wholesaler or my- 

self could buy any. 

Thanks for your help and encour- 
agement. 

Joe Beed 

Beed Hardware 

Solana Beach, Calif. 

Thanks to a Fan 

Gentlemen: 

I always 

WORLD. 

enjoy HARDWARE 

Scotty McClymont 

Liqvinox Company 
Orange, Calif. 

ALL MY DEALERS 
TELL. ME THAT — 
AND LOOK AT ALL 
THE SPACE YouRE 

SAVING 

FULLER | TOOL CO.INC. 
3522 Webster Avenue, New York 67 

Fuller Products are made in U.S.A., England and other countries af the highest quality materials, by skilled 
craftsmen . . . designed for service . . . and rinidly inspected to preserve Fuller Quality and Reliability. 

For Details Circle 6 on INQUIRY CARD 
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SIDE LINES 
(Continued from page 5) 

Weather Bureau in many 
years.” It’s up to you, particu- 
larly if you sell air-conditioning 
equipment, to encourage your 
local bureau to issue Index in- 
formation. 

A BUSINESS IS ALSO HU- 
MAN. You usually see only the 
cold side of business with its 
statistics and charts. But it 
takes people to make any busi- 
ness enterprise function. This 
was the idea expressed by Fred- 
erick W. Weitzel, president, Ox 
Fibre Brush Company, Inc., 
Frederick, Maryland, when he 
sent us a copy of their brochure 
celebrating the firm’s 75th an- 
niversary. It is a very warm 
and delightful description of a 
business that has been making 
utility items. If you want a copy, 
circle 298 on the inquiry card in 
this issue. 

FAILURE RATE REPORT 
for 1958 shows that retail hard- 
ware business is 19th on the list 
with 35 failures per 10,000 oper- 
ating concerns. The first on the 
list is Infants’ and Children’s 
Wear with 193 per 10,000. This 
comprehensive failure study was 
prepared by Dun & Bradstreet 
and is available to you if you 
circle 297 on the inquiry card. 

A CONTEST THAT PAYS 
OFF IN 1967 is being held by 
the makers of Reo power 
mowers. It is called the “Mow- 
Athon.” Here is how it works: 
A buyer of a 1959 Reo uses the 
mower for eight years, giving it 
normal care and maintenance. 
In 1957 all he has to do is show 
the company his ’59 Reo is in 
good working order and he will 
share with the other qualifiers 
in the $10,000 jackpot. 

GOLDEN WEDDING ANNI- 
VERSARY was celebrated by 
Rex Bishop and his wife early 
in May after returning from 
Florida. Rex retired a few years 
ago from Dunham, Carrigan 
and Hayden, San Francisco, as 
their hardware buyer. 

(Continued on Page 9) 
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EQUIPMENT COMPANY 

.-. for 102 years suppliers of food store and 

supermarket equipment . . . now offering 

— Space Saver 
STORE PLANNING 

SERVICE 
With a Complete Line of Gondolas 

and Shelving for Hardware Stores 

eRe € Preliminary Survey, Store 

Layout and Cost Estimates 

Effective Planning for... 
MORE EFFICIENT USE OF SPACE 
BETTER DISPLAYS .. . LOWER 
COSTS . . . INCREASED SALES 
AND PROFITS 

This pioneer equipment firm has 

over 100 years experience in as- 
sisting food retailers with more GORDON BESAW 

One of the west’s most experienced effective use of space, bigger sales 
retail store engineers . . . formerly and higher profits through effi- 

with Marshall Weils . . . now Director cient store layout. Now this service 

of Layout and Equipment Design for is offered to the hardware trade to 
Birkenwald’s Hardware, Drug and . plan new facilities or modernize 
Variety Departments. Mr. Besaw will 

older stores for better profits. 
You are invited to inquire abouts 
Birkenwald’s “‘Space-Saver”’ Store 
Planning Service and Equipment. 

help plan your store for more efficient 

service and increased profits. 

BIRKENWALD EQUIPMENT CO. 
310 N. W. 5th Ave., Portland 9, Ore. 
Please Send More Complete Information on Items Checked 

MAIL THIS COUPON FOR 

MORE INFORMATION 

ON STORE PLANNING Space Saver Planning Service Store Display Equipment 

Hardware Store Remodeling Merchandising Catalog 

SERVICE AND Space Saver Gondolas and Shelving New Store Layout Service 

SPACE-SAVER FIXTURES 
STORE 

ADDRESS 

PHONE CA 8-1341 
PHONE SIGNED 

SG MY ER ones A PAM MBB) si8er rs 

PORTLAND, OREGON 

For Details Circle 7 on INQUIRY CARD 
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WHY TRY TO PB 

“TIE TOGETHER" Lz % 

A LINE?... 

. Lad 
, Ever figure what it really costs to “wrap up” a 

oe TANK BALLS sale? The more brands of sporting goods you 
ry carry, the higher your costs. So, why not save? 

Those who have, know that there are juicy, extra profits Stock and sell the one complete line of sporting 

in even the occasional featuring of these fine products. equipment your customers know . . . Draper- 
Remember, everyone has a use for them in their home. 

Maynard. You reduce inventory headaches, brand 

Reichert Long Service Plastic and Solderless Copper confusion, duplication of orders and effort, and 
Floats and Spin-Seat* and Rite-Seat* Tank Balls can make yaperwork. In thei _ ve ; 

friends of all your customers. Pay Sahin ’ cir panes you get a ny ete 
, rr line, quick delivery, faster turnover and higher 

Every float is individually inspected, tested an . ‘ y 
orofits. Ge > , . 

guaranteed leakproof. Every tank ball guarantees I 3 Get the full story. Write today for com 

positive closing. There's a style, size and shape for plete information, catalogs and name of your 

every requirement. nearest Draper-Maynard wholesaler. 

Catalog and prices on request. 

Plan your display now. Place your order D RA ae ¢ R = MAY wf ARD 

for an ample supply. 

THE REICHERT FLOAT & MFG. CO.|Sports Equipment 
; Toledo 6, Ohi . 

aéetmenieieil on sTrdmek.Reg| |4861 Spring Grove Ave. * Cincinnati 32, Ohio 
For Details Circle 8 on INQUIRY CARD For Details Circle 9 on INQUIRY CARD 
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SIDE LINES 
(Continued from page 6) 

YOUR EMPLOYES CAN BE- | 
COME GUINEA PIGS for a 
shopping study. A department 
store recently discovered that a 
wealth of information can be 
gained by watching trends in 

the amount of employee dis- 
counts monthly. It has concluded 
that if their employees cannot 
find the merchandise they want 

it’s probable that the same is 
true of the store’s regular cus- 
tomers. Each department is 
watched and when a downward 
trend of employee purchases is 
noticed a careful study is made | 
of the department. Makes sense. | 

FOOD IN 
STORES? In Fresno a 
ware store that caters to Japan- 
ese customers has a wall section 
full of imported food delicacies 
from Japan. 

FARMERS ARE BIG TOOL 
BUYERS as discovered by the 
Farm Journal in a recent study 
made by this national farm 
magazine. If you have a hard- 
ware store in a town of 10,000 
population or under you will 
probably sell half or more of 
your power tools to your farm 
trade. The study was made 
from 162 dealers in 19 states. 
Three-quarters of them reported 
that half or more of their hand 
tool sales were made to farmers. 
They were noted also as best 
customers for such items as fold- 
ing rules, wood levels, bit braces, 
hand drills, chisels, hand saws | 

and claw hammers. M. A. | 

ACE HARDWARE 
STORAGE ROOM 

x 
0) 

Actually sir, we don't get many orders 
for this item. . 

HARDWARE | 
hard- | 

PW at-)" Mellel Qi iam cl acloieleiilels me) | 

CAMPBELL CHAIN 

brings you the best 

po, CALIF, 

Youn, hin sade: Abverade. slau: Hiiteabil thinks oxaieks 

convenience for local commercial, industrial and automotive 
markets—right down to same-day or overnight shipment! The 

Campbell warehouse and factory facilities are organized in a 
nation-wide network—to assure you the best delivery and service. 

PROOF COIL, BBB COIL, HIGH 

TEST STEEL AND CAM-ALLOY CHAIN 

The complete Campbell line includes welded and weldless chain in every size and grade. 

oo a = as 
INCO PATTERN COIL CHAIN 

LOCK LINK PATTERN COIL CHAIN 

CSRS 
Cc re 

JACK CHAIN—SINGLE AND DOUBLE 

COIL CHAIN—TWIST AND STRAIGHT LINK 

SASH CHAIN 

4 y= a oe yt, 

y, Ww 

M 
rr 2 

“ oa 
~ ~—, _ pet Coe oe ae 

WELDLESS CHAIN ASSEMBLIES 

COO0O-4 
SAFETY PLUMBERS CHAIN 

OY RAN 4 get exc 

a 

—__—__—___4 

WELDED CHAIN ASSEMBLIES 
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—By N. R. REGEIMBAL 

for WESTERNERS 
Chilton News Bureau, Washington, D. C. 

Western Business Support Helps As New Federal 
Fair Trade Proposal Gains Ground in Congress 

Strong support for pending federal fair trade legislation, particu- 
larly among Western businessmen, is improving somewhat the 
chance that it will pass this year or next. 

The bill still faces an uphill 
climb, however, and continued 
strong support is still needed. 
As approved by the House Com- 
merce Committee, the measure 
would permit a manufacturer 
by notifying only one distribu- 
tor in each state to set resale 
prices throughout the state. It 
would apply in all states which 
do not specifically reject it. 

The Committee made two 

changes in the measure as orig- 
inally introduced. One would en- 
courage manufacturers who de- 

cide to fair trade to enforce it 
by providing that a store violat- 

ing a fair trade price could de- 

fend its case simply by proving 
that the manufacturer failed 
to enforce resale prices. 

It would also declare that a 

merchant is engaged in inter- 

state commerce for purposes of 
fair trade only. This is designed 

to head off attempts to declare 
merchants in interstate com- 
merce for all purposes, which 
which would make them subject 
to a wide range of federal laws, 

regulations, and controls. 

In addition to the House com- 

mittee action, the Senate Com- 
merce Committee held hearings 
on similar legislation in mid- 
June. 

sackers of the measure be- 

lieve that unless the measure is 

blocked by parliamentary pro- 

10 

cedures from reaching a vote, 
it will be approved by both the 
Senate and the House. If it 
reaches a floor vote, they be- 
lieve, many lukewarm law- 
makers will vote for it because 
of its strength among hometown 
businessmen. 

ok ok ok 

MINIMUM WAGE extension 
to merchants, wholesalers, and 
some other presently - exempt 

firms will probably be fought to 
a standstill... . The Eisenhower 
Administration wants the min- 

imum extended only to stores 
which buy $1 million or more in 

interstate commerce; the pres- 

ent $1.00 an hour minimum un- 
changed, and not require over- 
time pay... . The Administra- 
tion is opposing a plan of Rep. 
James Roosevelt, D., Calif., and 

Sen. John Kennedy, D., Mass., 
to cover workers in stores with 

an annual gross of $500,000 or 
more, raising the minimum 
wage to $1.25 an hour, and re- 

quiring overtime for more than 
40 hours’ work a week. 

SHOPPING CENTER leases 
are under study by the Justice 
Department. Government 
agents are checking into alleged 
exclusive - dealing contracts be- 
tween manufacturers who con- 

trol shopping center leases and 
outlets, and into no-competi- 

tion clauses required by some 
chain stores in leases... . The 
probe was touched off by a re- 
cent Senate Small Business 
Committee hearing, in which 
small independent firms com- 
plained that they’re being dis- 
criminated against in the race 
for space in new shopping cen- 
ters in all sections of the coun- 
try. 

cS * * 

POSTAGE BOOST requested 
by the Post Office Department 
isn’t likely to go through this 
year. .. . Government wants to 

raise first class rates one cent to 
five cents and air mail a like 
amount to 8 cents. ... This 

would cost mailers $355 million 
more a year, on top of last 
year’s higher rates which are 

costing some $550 million more 
a year. ... Few lawmakers ap- 
pear anxious to raise mail rates 
by such large amounts in suc- 
cessive years—but the re- 
quested hike will probably come 
in another year or two. 

* ok * 

HOMEBUILDING BOOM is 
in high gear almost everywhere 

but in the West, government 
tabulations show....U. S. 
Labor Department reports new 
building starts on an annual 
basis up about a third this year 
over last on a national scale.... 

But the West, through April at 
least, was bucking the trend, 
with starts “somewhat lower” 
than a year ago... . But build- 
ing experts confidently predict 
that the boom will reach the 
West this summer, if not sooner. 
... Last year, the West also 

HARDWARE WORLD 



bucked the national trend— 
House construction fell sharply 
for the nation as a whole, but 
the 11 Western states showed 
an increase of 54,000 units over 
1957 for a healthy total of 295,- 
000 units. 

8 * * 

BIG TAX CUTS next year 
aren’t likely. .. . New study of 
the entire tax structure by the 
House Ways and Means Com- 
mittee is aimed more at “re- 
form” than reduction. . . . Aim 
is to block loopholes that now 
sap tax base... . If enough ex- 
tra revenue is found this way, 
some slight reductions in indi- 
vidual, corporate, or excise taxes 
are possible. 

* cS * 

WESTERNERS MAKING 
NEWS include—John J. Allen, 
Jr., former congressman from 
California for 12 years, is the 
new Under Secretary of Com- 
merce for Transportation; 
Charles J. Rives is the new su- 
perintendent of the San Carlos 
Indian Agency in Arizona; Dal 
Andrus, former assistant man- 

ager of the Bureau of Land 
Management’s Los Angeles Of- 
fice, is in charge of the BLM 
office in Denver. 

TIRED OF WRITING LETTERS? 

CAN YOU DRAW A CIRCLE? 

Then it is easy ... tear out the in- 

quiry card in this issue and circle the 

numbers regarding items in which 

you are interested. Drop it in the 

mail box. 

ty ah 
SISTER 
KENNY 
FOUNDATION 
RESEARCH « REHABILITATION 
POLIO « NEUROMUSCULAR "Hla 

NATIONAL HEADQUARTERS © MINNEAPOLIS 2, MINN. 
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Mr. Wholesaler: 

PAPER WORK GOT YOUR HANDS FULL? 
Buy Tacks, Nails from One Source 

...Increase Your Profits up to 5% 

Even if you had eight arms it couldn’t be easier. With the compre- 

hensive Atlas line you have one order, one invoice, one shipment, 

one brand to inventory. 

As a matter of fact, Atlas’ broad line of tacks, nails, brads, rivets, 

staples and kindred items is equivalent to about a dozen scattered 

suppliers. By using this single source, you save 11 extra transac- 

tions and this saving of time and work can actually increase your 

profits as much as 5%! 

It’s no accident that Atlas products have 

been standard of the industry since 1810. 

With the Atlas line you get top quality 
at competitive prices, ‘family’ packaging, 

and appealing, self-selling displays to say 

nothing of increased profits! 

TACK Atlas =: 
FAIRHAVEN, MASS. * HENDERSON, KY. 
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ABOUT 

PEOPLE 

Rocco 

Products 
Appoints 
Sales 
Manager 

ef 
Mills 

Rocco Products, Ine., Minneapolis, 
Minn., has appointed E. V. Mills as 

vice president in charge of sales. 

Mills was formerly sales promotion 

manager for the Marshall-Wells Com- 

pany of Duluth, Minn. Prior to join- 

ing Marshall-Wells, he owned and op- 

erated a retail hardware store. 

Rocco manufactures saw _ blades, 
power tools and the Royal Norseman 

line of pushmobiles and small sports 

cars. Rocco products are marketed 
through hardware distributors and 

dealers. 

Miller Hayes Rep 

PORTLAND — Stan Hayes, presi- 

dent of Hayes Spray Gun Company, 

Pasadena, California, has announced 

the appointment of Miller Products 

Company here as distributor of the 

Hayes spray gun line in the North- 
west. 

Miller Products is a long estab- 

lished firm in the area serving the 

garden trade with a broad line of 

garden chemicals which it formulates 

and distributes under its own brand. 

The Miller Company will be as- 
sisted in the marketing program for 

Hayes sprayers by J. R. (Dick) Max- 

well, factory representative of the 

Hayes Spray Gun Company. 

Delta Names Western Manager 

SAN FRANCISCO—W. H. Richter 

has been named Western Regional 

Sales Manager for Rockwell Manu- 

facturing Company’s Delta Power 

Tool Division. He was formerly a dis- 

trict sales manager in the Western 

Regional office. He will headquarter 

here. Richter replaces John P. Mac- 
Crossen who has been named man- 

ager of planning and assistant to the 

vice president, in Pittsburgh. 
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Challenger 
Names 
No. Calif. 
Rep 

Walter L. 

Kinney 

ANAHEIM, Calif.—The Challenger 
Lock Company here announced the 

appointment of Walter L. Kinney as 

representative in the Northern Cal- 

ifornia area. Kinney’s appointment is 

part of the company’s expansion pro 

gram following in line with the firm’s 

recent shift from its former Los An- 
geles location to the new and en- 

larged quarters here. 

Winchester-Western 

Sales Reorganization 

A major organization and strength- 

ening of the entire sales and market- 

ing effort of the Winchester-Western 

division of Olin Mathieson Chemical 

Corporation has been announced. 

Purpose of the new marketing 

concept is to organize the division’s 

sales effort according to product 

groups and to improve communica- 

tion between the factory and custom- 

ers, and to provide better 

with distributors. 

Under the new organization, Paul 

I’. Lewis, formerly Southern regional 

manager, has become sales manager 

of arms and ammunition; William E. 

Talley, formerly Western regional 

manager, has become marketing man- 

ager, firearms; and William H. Ditt- 

mann, formerly assistant sales man- 

ager, has become marketing manager, 

ammunition. 

liaison 

Western Lawn-Boy S.M. 

PORTLAND, Ore.—Lawn-Boy, the 

power mower division of Outboard 

Marine Corporation, Waukegan, IIl., 

announced the appointment of Phillip 

C. Tennis as Far West regional sales 

manager. Tennis has been a member 
of the firm’s sales department since 

1953. 

Hamilton 
Beach 
Appoints 
Western 
Manager 

Jack H. 

Roberts 

SAN FRANCISCO—The Hamilton 

Beach Company announced that Jack 

H. Roberts has been promoted to the 
post of district sales manager, and 

that his new territory is here and the 

Bay Area with headquarters at 2350 
Washington St. Roberts was formerly 

sales representative in the Los An- 
geles area for Hamilton Beach for the 

last two years. He replaces Richard 
P. Wright. 

Cosgrave Forms Affiliate Firm 

PRO Hardware, Inc., has been 

formed as an affiliate of Cosgrave & 

Associates and will occupy new offices 
at 2 East Avenue, Larchmont, New 

York. 
According to Paul Cosgrave, Presi- 

dent of Cosgrave & Associates, “PRO 

Hardware had assigned to it the PRO 

Hardware franchises under which the 

Profitmaker Program operates. In ad- 
dition, it will conduct the buying and 

manufacturing operations connected 
with the preparation of our five con- 
sumer circulars, newspaper ad mats 
and related jobs.” 

The parent company will remain in 
existence as a firm of consulting man- 

agement engineers, specializing in 

problems of merchandising and dis- 

tribution and providing certain key 
services to PRO Hardware, Inc. 

Gas Society Winners 
The Gas Appliance Society of Cal- 

ifornia recently mailed bonus awards 
to 40 appliance salesmen throughout 

Northern and Central California who 

were winners in the “Gold Star” gas 

ranges April-May campaign. 
Winners included C. J. Clendening, 

Sudds Hardware, Oildale, Calif.; and 
Creighton Johnson, Emigh’s Hard- 
ware Co., Sacramento, Calif. 

HARDWARE WORLD 



Atkins 

Western 

Manager 
Named 

Wallace W. 
Skaggs 

PORTLAND, Ore. — Wallace W. 

Skaggs has been appointed branch 
manager of the Atkins Saw division, 

Borg-Warner Corporation facilities 

here. Skaggs has been with Atkins 

for 25 years and has broad experience 
in virtually every phase of saw manu- 

facture and distribution. 

Skaggs will supervise the Atkins 

warehouse which serves distributors 

and dealers in the Northwest and will 

also be in charge of wide-band saw 
manufacturing operations here. 

Blackman Expands to 

Second Plant 

ESCONDIDO, Calif.— Blackman 
Plastics has established their toy and 

hobby division at a brand new manu- 

facturing plant at 430 Industrial 

Street here. The former plant will be 

occupied entirely by their expanding 
industrial products division. 

The company entered the hobby 

and toy business less than two years 
ago and is steadily-increasing popu- 
larity of their toys and plastic models 

that necessitated the move to larger, 

special quarters. The firm makes HO 
Model Railroad Layouts, frontier 

buildings, formed plastic boats for 

pool and surf and a variety of plas- 
tic toys. 

Waring Aims West 

Waring Products, division of Dy- 
namics Corporation of America, has 

revamped and strengthened its field 
organization with the announcement 

that Wallace Shaw, field sales mana- 

ger, has moved his headquarters from 

New York to the Waring offices in 

Chicago, and now is responsible for 

all Western sales, from Chicago to 

the Pacific Coast. 
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A.H.C. WELCOMES WASHINGTON SALESMEN 

WESTERN 
NATIONAL SECRETARY-TREASURER of the Ameri- 

can Society of Architectural Hardware Consultants George 

BUILDERS P. Merrill (center) presents AHC certificates to three 

Washington Hardware Company salesmen and officially 

HARDWARE 
MEET 

SEE PAGE 

appoints them Architectural Hardware Consultants. They 

are, from left, William Andrews, Stanley Langlow, Mer- 
rill, Georve Morgan and R. S. Wainright, the latter a 

certificate holder since 1940. Merrill has helped form the 

new Puget Sound Chapter of the ASAHC. Elected officers 

of this organization are president Langlow, secretary- 

53 treasurer James Tuttle, Northwest Builders Hardware, 
Seattle; and vice president, Schlage Lock Co. 

Re-Ly-On Names Reps 

Re-Ly-On Metal Products, Inc., 
Brooklyn, N. Y., have announced the 

appointment of four Western repre- 

sentatives. These include J. L. Kings- 

ley Co., San Francisco, who will cover 

Northern California including Fresno, 

and Northern Nevada; Fred C. Mc- 
Gavock, Portland, Ore., who will cover 

Oregon and Washington; Sibley Sales 

Co., Los Angeles, who will cover 

Southern California and Southern Ne- 
vada; and the Allen D. Carpenter Co., 
Denver, who will be responsible for 
covering Colorado, New Mexico, Ari- 

zona, Utah, Montana, Wyoming and 

El Paso, Texas. 

Re-Ly-On manufactures the patent- 

ed Versa-Table, Versette and Versa- 
Serva. 

OCF to Handle Chicopee 

Owens-Corning Fiberglas Industrial 

Textile Division, Owens-Corning 

Fiberglas Corporation, New York 

City, has becomes national distribu- 

tors of Chicopee Fiberglas screening 

and will assume responsibility for 
sales of Chicopee Fiberglas screening 
through hardware and building supply 

wholesalers and window, door and 

patio manufacturers. In _ addition, 

OCF will provide all advertising, pub- 

licity and promotion of 

screening products. 

Chicopee 

New Landers Subsidiary 
Landers, Frary & Clark, New 

Britain, Conn., announced that the 

Fabricating Division of Plume & At- 
wood has become a wholly-owned sub- 

sidiary of Landers to be known as 
the Landers, Plume & Atwood Cor- 

poration. 

RED DEVIL PAYS BOUNTY 

COLLECTING $100 BOUNTY is Har- 
old Wolfe (left), Denver, Colo., as his 

reward from Red Devil Tools, Union, 

N. J., for having purchased the mil- 

lionth piece of Red Devil Dragon- 

Skin, the flexible steel sandpaper. Pre- 

senting the reward is Phil O. Mattson, 

co-owner of the 38th Hardware & Ap- 
pliance store, Denver, from whom 

Wolfe purchased the piece of Dragon- 

Skin. 

Wagner Names S.M. 

The E. R. Wagner Manufacturing 

Co., Wilwaukee, Wis., announced the 

appointmennt of Gene Webber as sales 

manager for the housewares division. 

Webber’s experience includes 10 years 

in major appliance sales and engineer- 

ing with Cribben & Sexton Company. 

To Serve on DRMA 

DEN VER—O. L. Davis of George 

Mayer Hardware Co., Denver, Colo., 

has been elected to serve a two-year 

term on the board of the Denver Re- 

tail Merchants Association. 
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NEWS 

McCulloch 
Named 
Sales 
Manager 
VP. 

i 

Charles 

D. Allis 

LOS ANGELES—The appointment 

of Charles D. Allis as vice-president 

in charge of sales was announced by 

McCulloch Corporation here, manu- 

facturer of power chain saws. Allis 
was formerly general sales manager. 

Kingsley Forms Partnership 
SAN FRANCISCO—J. L. Kingsley 

Company of San Francisco, house- 

wares manufacturers’ representatives 
announced the admission of Merrill 

C. Marshall to a partnership. The 

name of the company has been chang- 
ed to Kingsley and Marshall and will 
continue to represent leading manu- 
facturers of housewares and related 
merchandise with headquarters in the 

Western Merchandise Mart here. 

J. L. Kingsley Company was found- 

ed in 1953 by Jerry Kingsley. Mar- 

shall joined the firm in 1958 after 

previously being associated with 

Ekeo Products Company as a district 
sales manager. 

Simpson Builds New Plant 

OAKLAND Simpson Company, 

1060 E. 11th Street here, manufac- 
turers of exhaust fans, louvers and 

vents, joist hangers, and other tim- 

ber connectors, and metal stampings, 

announces an extensive expansion pro- 

gram. They broke ground for their 

new plant and general offices at 1470 

Doolittle Drive, San Leandro recent- 

ly. In announcing the move date of 

September 1, 1959, Barclay Simpson, 

president, stated that the new loca- 

tion would triple present plant ca- 

pacity and double available floor 

space to keep abreast of mounting 

sales of their products. 

Watertown Promotes Wilcox 

The promotion of George N. Wilcox 

from assistant to the sales manager 

to the newly-created post of director 

of marketing at The Watertown 

Manufacturing Co., Watertown, Conn., 

was announced. 

In his new position Mr. Wilcox 

will direct all sales activities of the 

company’s Lifetime Melmac® dinner- 

ware lines and of the Custom Mold- 

ing Division, and will coordinate all 

marketing functions, including adver- 

tising, market research, new product 
development, and public, customer, 
and employee relations. 
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Pot & Kettlers Elect Adams 

in Canada to Head Club 

C. Roderick Adams of San Fran- 

cisco was elected president of the As- 

sociated Pot & Kettle Clubs of Amer- 

ica on June 22, succeeding Wally 

Suva, china & glass buyer for Fred- 

erick & Nelson, Seattle. The election 

was held at their annual convention 

at Harrison Hot Springs, British 

Columbia, Canada. Adams, associate 

of R. S. Barkell Co. found it fitting 

that he should receive the highest 

honor in this housewares club in 

Canada as he was born in St. John, 

New Brunswick, Canada. He started 

in the housewares-hardware-gift busi- 

ness in San Francisco in 1926 at 

Baker & Hamilton. A year later he 
worked at the Palace Hardware and 

in 1929 started as a salesman with M. 

Seller and worked with them until 

January 1957. His last position with 

them was as sales manager. He joined 

R. S. Barkell Co., housewares and 

giftwares representatives, in 1957. 

Other officers elected were: 1st V.P. 

Joe Dungan, Parmlee Co. of Port- 

S.F. POT & KETTLE CLUB ELECT OF 
Tl Ed) sl ee 
‘ is Re) a e; 

C. R. Adams 

land; 2nd V.P.-—F. J. Bennett, Mirro 

Aluminum Co., Denver; sec.—James 

C. Anderson, Grandco Sales Co., Oak- 

land; treas. — Armand Schwartz, 
Seller Bros., San Francisco. Addition 

to the Directory Trustees was Bud 

Newport, Newport & Associates. 

This year all recent past presidents 

of the local clubs were appointed as 
members of the board of directors. 
They are: Denver—M. H. Spilman, 
Portland—Paul Johnson, Seattle—R. 
J. Peterson, Tacoma—Harvie Hanson, 

Phoenix—Sewell Sample, San Fran- 

cisco—Robert McCarthy, Spokane— 
Herbert Becker, Sacramento—Gordon 

Nelson, Los Angeles—Richard How- 

ard. 

Next year the convention will be 
sponsored by the San Francisco Pot & 
Kettle Club. According to the newly- 

elected president of the S. F. Club, 

James Collins, the convention will be 

held at Hoberg’s about 120 miles 

north of San Francisco. 

FICERS 

HALE 4 

LAC ii 

NEW OFFICERS of the San Francisco Pot & Kettle Club are shown gathered 

around “the slate” announcing the June 5 election results. From left to right, 

Ist V.P.—Tom Payton, Cory Corp.; Treas.—Charley Poetzl, Silex Co.; Retiring 

Pres.—Robert McCarty, Caldak Co.; Pres.—Jim Collins, manufacturers rep.; 

corresponding secretary—Niles Herron, Caldak Co.; board member—Leon 
Beck, Empire Brush Co. Not pictured are 2nd V.P.—Jerry Stanton, Oster Mfg. 

Co.; recording secretary—Charley Jolliffe, Housewares Sales; board member— 

Bud Newport, B. Newport & Associates. 
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Quick turnover on Oxco’s Red Breast Whisk 

Broom at 69¢ makes it well worth your while 

to sell up to this genuine palmetto whisk. Its 

uniform quality—whisk after whisk—and its 

untold uses around the home, workshop, car or AUTOS 
SUPPLIES a) 

office make it a brush that appeals to any and all ——, tl 

of your customers, male or female. Sure-fire 

evidence of its popularity is the fact that custom- 

ers all over America purchase almost 1,000,000 

Red Breast whisks each year! Check your stock 

right now on this nationally advertised whisk, 

then... SEE YOUR JOBBER! 
' * 

It's in Good Housekeeping—Sept 

Display the fast-moving Red Breast on either 
\ of Oxco’s attractive, modern and permanent- 

* xX © type displays—the No. 25 or the No. 12 
Household Brush Merchandisers. Order Red 

OX FIBRE BRUSH COMPANY, INC. Breast from your Jobber packed one dozen 
ereoericx Setebliahed /§F¢ marviand to a carton, or, at a slightly higher price, one 

, Cae dozen to a printed display carton. 

Our i 
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BUSINESS and PLEASURE 

... At 60th NRHA Congress at Statler 

in Los Angeles in July... Vital Industry 

Talks . . . Activities for Ladies and 

Youngsters... Family Full-Day Outing 

at Disneyland 

gr ndings arcs hardware 
dealers and hardware indus- 

try personnel will gather with 
their families for the annual 
convention of the National Re- 
tail Hardware Association, July 
19-23, 1959. Headquarters for 
this year’s meetings is the Stat- 
ler Hilton Hotel in Los Angeles. 
The theme of the 60th conven- 
tion is: “To provide profitable 
know-how for your business— 
and entertainment for your plea- 
gure...” 

This year’s NRHA Congress 
has been planned for the whole 
family. Business sessions are 
full of vital and informative 
topics. To balance the business 
program, the Pacific Southwest 
Hardware Association 59’ers 
Welcoming Committee has full 
information on planned events 
and activities for you and the 
family to enjoy. 
Highlights of the five-day 

meeting begin with registration 
of delegates and guests on Sun- 
day, July 19, and again on Mon- 
day, July 20. The first formal 
speech is Tuesday with NRHA 
president, Melvin Kraemer’s 
opening talk “Keynoting the 
60th Annual Congress.” Other 
speakers on the program for 
Tuesday are Roland A. Harris, 
executive vice president, Canada 
Cycle Motor Co., Ltd., Toronto, 
Canada, whose subject is “‘Peo- 
ple, Product, and Space”; Leon- 
ard Farr, owner of Farr’s, Coos 
Bay, Ore., “Are You Competi- 
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tive?”; vice president of Bank 
of America, Los Angeles, J. E. 
Fishburn, speaks of taking “A 
Look at Tomorrow.” 

Wednesday speakers and their 
topics are managing director of 
NRHA, Russell R. Mueller, “A 
Definition for Distribution with 
Profit”; Howard W. Price, ex- 
ecutive vice president and gen- 
eral manager of The Salt Lake 
Hardware Co., Salt Lake City, 
Utah, “The Wholesaler’s Stake 

in Building Turnover at Re- 
tail”; president of Skil Corp., 
Chicago, John Spaulding, talks 
on “Turnover .. . a Marketing 
Must”; L. E. Doyle, vice presi- 
dent of Forest Lawn Memorial 
Park, Glendale, Calif., presents 
the last word on Wednesday 
with “When All Is Said and 
Done.” 

Two speeches will be given on 
the closing day of the conven- 
tion, Thursday, July 23. Godfrey 
P. Schmidt, monitor of the 
Teamsters Union, counsellor-at- 
law, New York, gives an inside 
look at “The Thrust for Power 
by Labor Union Leaders.” The 
Hon. Roe Bartle, Mayor of Kan- 
sas City, closes with “So You’re 
Going Home.” 

Entertainment activities on 
the convention calendar are 
highlighted with the opening of 
the hotel headquarters for the 
younger set, on Sunday, and also 
the National Association offi- 
cers, directors, and past presi- 
dents and their wives’ dinner at 

the hotel. On Monday evening 
the president’s reception of 
“California Here We Come” 
with dinner, entertainment and 
dancing. 

Tuesday opens with an Offi- 
cial Family Breakfast. The af- 
ternoon is filled with a trip to 
Disneyland. Buses leave direct 
from the hotel and return. 
NRHA has its own Disneyland 
headquarters at the New Or- 
leans Room in the Plantation 
House. Free refreshments and 
a place to rest weary feet pro- 
vide a welcome break in this 
busy day. 

Wednesday’s highlights in- 
clude, for the ladies, a “Conti- 
nental Breakfast” with a,fashion 
show “Fun in the Sun”—featur- 
ing California Casuals. A pool- 
side party fills the afternoon for 
the kids. Exclusive use of the 
hotel’s swimming pool plus 
Cokes, hot dogs, hamburgers, 
and seconds on everything. The 
evening is taken over with the 
industry banquet. A general so- 
cial event for all delegates and 
guests. Dinner, dancing and a 
floor show guarantee this a gala 
evening for all. 

The closing session, Thursday, 
July 23, will see installation of 
elected officers. Adjournment is 
at noon. There are many excit- 
ing attractions for your pleasure 
before leaving for home. The 
59’ers Welcoming Committee 
can be relied upon for sugges- 
tions and assistance. Be sure to 
take advantage of showing the 
family as much of the country 
as possible. Not least among 
possible side trips, is a visit to 
our newest state — Hawaii. A 
few short air hours will bring 
you to this enchanted land. A 
seven-day stay at the Hawaiian 
Village Hotel with air transpor- 
tation both ways can be had at 
a nominal cost. Contact Otto 
Grigg, secretary, Pacific South- 
west Hardware Association, 
1519 So. Garfield Ave., Los An- 
geles. 

The NRHA annual congress 
provides an opportunity for you 
to meet old friends and make 
new ones, and to hear and dis- 
cuss how to improve your busi- 
ness) HARDWARE WORLD 
will be on hand to meet you 
there. 
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ANNOUNCING... — 
new Remington 
“HI-SPEED” 
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Another Remington first . . . the new Remington 
“‘Hi-Speed”’ 22 rim fire cartridges with ‘‘golden”’ bullets! 

Check these sales features and order now! You'll be glad 
you did when your shooting and hunting customers ask 
for them. 

preg bullet plating provides “golden’’ color and 
makes brighter, more appealing cartridge. 
Cleaner, harder bullet finish . . . will function better in 

all 22's. 
Oo Redesigned hollow point bullet provides more uniform 

mushrooming. 

Available in short, long, long rifle. 

‘O) Special bullet plating gives protection from climatic ex- 
tremes of heat or cold. 

New, distinctive packaging. 4 

Plus, flat trajectory, smashing power, and exclusive Rem- 
ington ‘‘Kleanbore” priming. 

Dealer display cards and 

window banners featuring 

new Remington “Hi-Speed” Fo 

22's are now available. a . LOOK FOR 

Address requests for cards 

and banners to: Sales Pro- PACKAGE 

motion, (A&A), Remington 

Arms Company, Inc., 

Bridgeport 2, Conn. 

“Kleanbore” is Reg. U.S. Pat. Off., ‘Hi-Speed’ 

is a trademark of Remington Arms Company, Inc., 

Bridgeport 2, Conn. 

Form FAR 11 Printed in U.S.A. 
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Before 
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You invest in another 

store fixture, send 

for this new 

illustrated 

M. & D store FIXTURES 

BROCHURE 
with prices 

M & D store FIXTURES are distributed 

nationally by selected hardware wholesalers. 

EIU @ @ 
WITH 

99H HHHHHHHHHHHH HF 
M&D) STORE FIXTURES, INC. Dept. HW-50 
Gentlemen: 

I am interested in discussing the following: 

(_] Complete Store Remodeling (_] New Gift Islands 
[_] Store Upgrading {_] New Wall Shelving 

[_] New Gondolas (_] Particulars on Financing or Leasing 

Store Name 

City State 

By 

i, 

sone son MARKETS MA 
COODS IN FOOD MAR 

M & D has a national organization of professional 
store planning engineers that is ready, willing 
and able to provide complete store planning without 
cost to the retailer or his wholesaler. These store 
planners are available on request for upgrading 
projects, as well as complete stores through the 
distributor in your area. Use the coupon to 
obtain the name of your nearest M&D distributor. 

d ) M&D STORE FIXTURES, INC. 

6 North Michigan Ave., Chicago 3, III. 

City of Industry, Calif. 

> > e o oo 7 * co te - * a > + * e e * Manufacturing Plants in the East and West 
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THIS IS NOT “LINEUP” but four men are significantly 
lined up in front of the blackboard to be used for listing 

“Howie Duzzit Calendar Lucky Number Winners” 
throughout the year. The men are: Howard Churchill, 

owner of C & S (second from right), with three men 
from Garehime Corp. (left to right), Ed Young, V. P. and 

sales manager; Wayne Dahl, store planning engineer, and 

Verne Garehime, pres. 

THIS IS THE EQUIPMENT that put C & S into business 
back in 1947. At that time rentals were displayed unpre- 
tentiously in a vacant lot next to owner’s home. “Do-it- 

yourselfers” helped business grow and develop with addi- 
tional lines. This equipment now has a more luxurious 

home. It is still one of the prime profit makers for the 

firm. Across from this display is counter for checking 
out rentals. 

New Plant for Do-It-Yourselfers 

C & S Rental & Supply 

San Bruno, Calif. 

0* May 23 and 24, thousands of persons on the 

San Francisco Peninsula visited C & S Rental 

& Supply in San Bruno to see their new home. 

After twelve years C & S had become a full- 

fledged hardware store. 

The transition was extremely great. They 

started literally with no fixtures and no premises 

unless you would call a vacant lot a store. The 

lot was adjacent to their home which eventually, 

room by room, was taken over for sales area. 

The business started out as a rental service. 

Paint and garden supplies were soon added. 

Eventually the firm became housed in a more 

conventional building and additional types of 

merchandise were added to fill the needs of their 

ever-growing list of customers. 

In the hills behind San Bruno there has been 
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a big home development program which will con- 

tinue on for several more years. Every week 

there are new customers moving into the area. 

They need to rent equipment to put in lawns, 

fences and other projects. With the new complete 

hardware store, C & S can take care of most of 

the requirements of these new home owners as 

well as their long-time customers. 

Howard Churchill, who through the years of 

helping ‘do-it-your-selfers” has become known 

as “Howie Duzzit,” is the owner of C & 8S. He 

started out with a partnership which was dis- 

solved after seven years. 

The nickname, incidentally, is used frequently 

in advertising and in signs around the store. They 

have a “Howie Duzzit” calendar which was given 

out during the two-day opening. To receive one 
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IN 12 YEARS rental firm grows up into full hardware ATTRACTIVE SIGNS are made easily by girl on this sign 
business in this modern building. making machine with movable type. 

MOWERS ARE FULL OF SIGNS calling attention to PAINT MIXER in action while do-it-yourselfer watches 

special offering for opening day. and wife looks at color chart. 

SPECIAL DISPLAY UNIT, built between two steel posts MASS OF HOSE displayed around post with many 
in modern manner, holds specials. balloons above for festive look. 
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each person had to register, at which time the 
calendar number was recorded. Each month there 

is a drawing for $25 worth of merchandise. 

Many Prizes Were Offered 

At one side of the entrance on opening day 

there was a display of merchandise prizes worth 

$3000. Some items were given away every hour. 

Bonus prizes were given every time one of three 

alarm clocks rang at one of three cash registers. 

The person whose purchase was on the tape on 

the register where the clock was ringing won the 

item which was on display. 

The place was full of youngsters who came 

with their parents to get the free balloon and an 

ice cream cone which was available to all. A 

flower planting trowel was given to the women 

and a tri-square to the men. 

The new store’s interior was planned and mer- 

chandized by the store planning division of Gare- 

hime Corp., San Francisco wholesaler. Ed Young, 

vice president and sales manager, and Wayne 

Dahl, store planning engineer, planned and super- 

vised the installation of Daley fixtures. They also 

merchandised the gondolas and wall sections and 

helped plan the big two-day promotion. 

Advertising and Signs Help Promotions 

The company advertised in the local paper with 

a two-page spread on all types of hardware, gar- 

den supplies, paint, tools, etc. They backed up 

their advertising with printed cards announcing 

the same specials in their respective display 

areas. In fact, the store interior was spotted 

every few feet with a selling sign. 

LONG WALL SECTION is used to display tools. Fasten- 

ers and general hardware on gondolas. 
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The signs are made upstairs next to the office 

on a special sign making machine which is oper- 

ated by one of the girls. The signs are quite pro- 

fessional in apparance and many are printed in 

red and black. They do a lot to help the impulse 

along with the self-service type of displays. 

Although most of the signs were made for 

specials, there were some made to suggest ideas 

and some for explanations. They help a lot when 

the sales people are busy. 

Several manufacturers’ representatives held 

demonstrations during the opening days. There 

was also a clown that kept the children enter- 

tained. 

The department that got C & S started... the 

rental department ... is now housed in a very 

attractive display at the back of the hardware 

section. The equipment is either on platforms or 

shelves. Over the display is a sign, “It Pays to 

Do It Yourself.”” Next to the display is the 

rental counter where all the transactions are 

made and the records are kept. 

About 25 feet from the front entrance is the 

garden supply area which is partly open. All 

garden tools, chemicals, plant foods and fertiliz- 

ers are displayed here. The firm also sells a good 

quantity of nursery stock. 

This new store is adequately stocked to take 

care of nearly all the home owners’ do-it-yourself 

projects. And “Howie Duzzit” plans to continue 

making the store local headquarters for how-to- 

do-it information. 

LARGE PAINT DEPARTMENT is next to window 

has spacious aisles and many accessories. 



Greeting Card Department 

In Gift Ware Section of 

Store Major Factor In... 

PROFITABLE 

SALES 

FORMULA 

Brimhall & Bauer 

Orange, California 

GIFT BOXES costing up to 40 cents per box have the 
firm’s name printed but omit the word “hardware” for 
customers who do not consider a hardware store a gift 

center. This establishes prestige for the store. 

PROFITABLE SALES FORMULA 
HE way to hardware store 
sales and profit is to make 

your store interesting to the 
people you want to attract to it. 
That’s the belief of Willard F. 
Brimhall and Adam Bauer, co- 
owners of Brimhall & Bauer 
Hardware in Orange, California. 

An example of the way their 
merchandising formula works 

is the greeting card department 

which they installed in the gift 
ware section of the store. One 
purpose of installing the depart- 
ment was to hold the interest of 
the women employees of the 
telephone company whose offices 
are located across the highway 
from the store. 

“Our store is located about 
one mile outside the main busi- 

ness district of Orange,” ex- 
plains Brimall. “The telephone 
company payroll is considerable 

and we are in an unusually fa- 
vorable location to benefit from 

it. But we know we must have 
merchandise that will maintain 
the interest of these and other 
women customers. 
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“Our greeting card depart- 
ment is placed against a side 
wall, the island fixtures in front 
of it being positioned so that 
the greeting cards draw floor 
traffic past the island display. 
Often, a woman employee of the 
telephone company will spend as 
much as half an hour just brows- 
ing around, selecting an item 
that costs 20 cents. 

“That doesn’t seem like much, 
but when we see her the follow- 
ing Sunday come in with her 
huskand and buy a lawn mower 
and a lot of garden supplies, we 
know the greeting card depart- 
ment has played its part.” 

This is only one phase of the 
store’s merchandising program, 
of course. The owners put much 
thought into maintaining an in- 
teresting selection of gift wares 
and housewares, paint, and gen- 
eral hardware. They maintain 
customer interest also through 
an extensive advertising pro- 
gram on which they spend four 
per cent of their gross sales 
volume. 

Likewise of interest to their 
customers is the revolving credit 
plan which the owners worked 
out and started about one year 

ago. 
Brimhall & Bauer, a neigh- 

borhood hardware store in a 
city of about 25,000 population, 
was opened for business about 
four years ago. Sales have in- 
creased steadily, the owners re- 

port, and now are more than 

twice the first year’s volume of 
business. In 1958, they increased 

about 15 per cent over the year 
before. 

Present volume of business re- 
quires the full-time services of 
the owners and their wives, plus 
two part-time employees. 

The main sales area measures 
50 x 60 feet, plus a 20 x 40 foot 
back room that was added in 
1957. Here are displayed paints, 
garden supplies, and plumbing 
merchandise. A general store 

remodelling accompanied the ex- 

pansion in 1957. The owners in- 
creased substantially the variety 
of their merchandise. 
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Store sales now average 30 
per cent gift ware and house- 
wares, 20 per cent paints, and 
the balance in general hardware. 

The owners consider gift ware 
to be their most profitable de- 
partment, and they merchandise 
it accordingly. Both owners and 
their wives go to gift shows 
twice a year, to keep a stock 
that is continually fresh and in- 
teresting. Their normal margin 
here is 50 per cent, but on some 
merchandise they double the 
cost and add 20 per cent. 

“We operate in a state that 
levies a three per cent property 
tax on stores’ inventory,” ex- 
plains Mr. Bauer. “On stock 
that turns only two and one-half 
times a year, that represents a 
considerable burden on the busi- 
ness. For this and other rea- 
sons, it helps to keep the hard- 
ware business in the black to 
carry as much high profit mer- 

EXTERIOR OF STORE shown at 

night has all the appearances of a 

suburban type store with off the 
street parking in front. The large 

frontage and interior and exterior 
illumination help to establish an at- 
mosphere of comfort and warmth. 
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chandise as we can sell. Gift 
ware, if handled properly, is 
highly salable as well as profit- 
able.” 

Essential to maintaining cus- 
tomer interest, the owners be- 

lieve, is adaptation of stock to 
the preferences and incomes of 
people of their district. When 
they first opened, residents of 
the area were of average income 
and tastes. In gift ware, this 
meant that most of them made 
modest purchases that in inost 
cases did not exceed five dollars. 
The owners adjusted their in- 
ventory accordingly. 

Recently, however, the own- 
ers have noticed that people of 
above average income have 
moved into their rapidly grow- 
ing neighborhood. They accord- 
ingly started to experiment with 
higher priced gift merchandise. 
They bought, experimentally, a 
number of items retailing at $15 

Secs ih 
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to $25. They found that this 
merchandise moved out readily, 
so they have expanded their gift 
ware stock to include an ade- 
quate assortment of this higher 
priced merchandise. 

Gift ware sales have been 
boosted considerably by attrac- 
tive gift wrappings. The store 
has a_ special gift wrapping 
counter at the rear. Besides 
ribbon and gift wrapping paper, 
they carry a good assortment of 
gift boxes costing up to 30 to 
40 cents per box. 

On these boxes the owners 
have the name of their firm 
printed but omit the word “hard- 
ware.” Reason for this, they ex- 
plain, is that many people do not 
consider a hardware store to 
have an adequate assortment of 
good quality gifts. By printing 
just “Brimhall & Bauer” on the 
box, the owners believe, they 
establish for the store a measure 

GIFT WARE DEPARTMENT of the 
store, looking from the left as cus- 

tomer enters, contains a large and 
varied stock of quality merchandise 

tastefully displayed on modern fix- 

tures. 



RIGHT HAND area of store looking 

in is well stecked with housewares 
in the front and garden supplies and 

paints in the rear. Ample room is 
provided in the aisles for customers 

to browse at will. 

CUSTOMER EXAMINES infant mer- 
chandise before making a selection 

from display. In the foreground is 
a tool bargin table containing an 

assortment of specials. Shopping 

carts on the left are used by many 

shoppers. 

EFFECTIVENESS of the power tool 
display comes under discussion by 
owners Brimhall and Bauer. Mer- 
chandise is displayed on counter top, 

on Peg-Board in front, and on shelves 
below. 
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of solid community prestige. 
Although the store is laid out 

for self-service shopping, the 
Owners give a high degree of 
personal service. 

“We do not believe in leaving 
our customers alone unless they 
wish to shop for themselves,” 
explains Mr. Brimhall. “A cus- 
tomer seldom gets half-way 
back in the store before one of 
us asks if we can serve him. 
Nothing irrritates me more than 
to be left waiting for service, 
especially when I’m in a hurry. 

“If customers just want to 
look around, that’s fine, and they 
tell us so. Often, too, a customer 
wants to be waited on first, then 
when his principal purchase has 
been taken care of, to look fur- 
ther at the merchandise on dis- 
play.” 

A high degree of personal ser- 
vice makes their paint depart- 
ment one of the most profitable 
in the store. The owners operate 
on the theory that they must 
know the customer’s problem and 
help him to solve it. They will 
often go out to a person’s home 
to see what he is working on and 
to advise him better. 

In their new paint department, 
the owners carry four lines of 
regular paint, plus a line of patio 
paint. By carrying a wide variety 
of lines, they can concentrate on 

each manufacturer’s strong 
points, thus giving customers 
better service. 

As a new store in a new 
neighborhood, Brimhall & Bauer 
felt they should advertise ex- 
tensively to let people know they 

were there. They also felt this 
was one of the most effective 
ways to stimulate interest in 
their store. 

The principal media used are 
circulars and newspaper adver- 
tising. They distribute four cir- 
culars per year as made up by a 
local jobbing house. These cir- 
culars advertise genuine bar- 
gains, the dealer and the jobber 
together taking a lower than 
average margin on such mer- 
chandise. 

Brimhall & Bauer distribute 
about 6000 of these circulars 
each time. They have found that 
best service on distribution is 
provided by a local man who 
knows the area well. Total cost 
of each distribution of 6000 cir- 
culars runs about $200. 

The firm advertises in two 
small city newspapers and in the 
Orange County section of the 
Los Angeles Times. They make 
their ads interesting by using 
illustrations liberally and by pro- 
moting at least 10 and often 
more items in each ad. 

“Our average size ad is about 
one-half page,” says Bauer. 
“This gives us room to illustrate 
the items we advertise and to 
have the variety we believe we 
should have. You can’t bring 
many people into your store on 
just one, two, or three items. 

We also follow up our circulars 
by advertising the same items 
in our newspaper advertising.” 

Being located in a suburban 
area, the owners have found that 

the largest proportion of their 

customers shop on week-ends. 
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To try to spread this out over 
the early part of the week, they 
have recently begun advertising 
in the Sunday edition of the 
Times. This is calculated to 
bring customers into the store 
the first three days of the week 
as well, and it is proving to be 
effective. Saturday is still the 
busiest day of the week, of 
course, but this has helped to 
spread sales out somewhat more 
evenly. 

About a year ago, the owners 
experimented with a new type 
of revolving credit plan. People 
are used to buying on credit, 

they point out, and even many 
of the better income people do 
not have money on hand for cash 
purchases of higher priced items. 
This is the case even with $40 
to $50 purchases. 

“We set up a program where 
a customer can buy over a six 
month period,” explains Brim- 
hall. “Such a purchase has a 
modest carrying charge sufficient 

to take care of credit costs and 
any credit losses. We had a card 
printed to use as a credit appli- 
‘ation and we require credit 
references. We believe this he 
been a very definite factor in om 
sales increase during the past 

year.” 
Six months is the maximum 

time on such purchases and it 
is almost always sufficient. For 
longer term borrowing, the pur- 
chaser can go to a loan company 
that is located nearby. 

Their credit experience has 
been excellent, the owners re- 

port. 

GREETING CARD SECTION in the 
rear against the left wall of the gift 

department is part of the merchan- 

dising formula that help the store 
attract customers who come _ back 

again and make purchases in other 
departments. 



Open Display Displaces Open Stoc 

Complete Dinnerware Sets 
Plus Gift Accessories 
Keeps New Mexico Dealer 
Abreast of Competition 

Korbers 
Albuquerque, New Mexico 

OING away with old fash- 
ioned display tables and 

switching from open-stock table- 
ware to complete sets are two 

major changes which have vast- 
ly benefited the housewares de- 
partment of Korber’s, in Albu- 
querque, New Mexico. 

The slogan, ‘“‘Time Changes 

Things,” has a lot of meaning, 
according to Mrs. Alfina Ferra- 
ro, china and glassware buyer 

for the New Mexico hardware 
store. Where formerly, Korber’s 
centralization in open stock din- 
nerware had been a major ap- 
peal to bring in interested cus- 
tomers from all of northern 
New Mexico, sharp changes in 
the market made the open stock 
more “liability than asset.” The 
reason for this was simple 
enough. The rapid expansion of 
Albuquerque as a city in recent 

years brought many more jewel- 
ry stores, furniture stores, de- 

partment stores and specialty 
shops which carry china and 
glass, into the picture. Most of 
these offer open stock at com- 
petitive low prices. Korber’s 
open-stock sales slowed down 

considerably. At one time, only 
two stores in the Albuquerque 
area were offering a bridal reg- 
istration service. One of them 
was Korber’s. Now, the same 
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LUXURIOUS GIFT ITEMS are displayed in a long row in front of the din- 
nerware wall section and are suggested as wedding presents. 

sort of service is offered in at 
least 20 locations which, again, 
cut into open stock sales possi- 
bilities. As a result, the Albu- 
querque hardware store has 
completely “switched the pitch” 
in tableware’ merchandising, 
concentrating on complete din- 
nerware sets, rather than open 
stock sold with starter sets. In- 
stead of selling the merchandise 
piece by piece, Mrs. Ferraro 
now concentrates on selling the 
whole table setting in one sale, 
with time payments on a variety 
of credit plans achieving the 

same purpose as adding one 
piece after another to the origi- 
nal choice. 

There is less wedding volume 

in this way, although the bridal 
registration system is still in 
force. Korber Hardware Com- 
pany suggests ‘accessory 
pieces” such as trays, serving 
bowls, centerpieces, etc., which 
match the pattern, and which 
make just as acceptable a wed- 
ding gift, as another place set- 
ting would where open stock is 
concerned. 

Next, the department has 
been completely remodeled, to 

present a far more attractive 

and “easier-shopping”’ atmos- 
phere. The entire left side of the 
department is one long continu- 
ous display fixture resembling 

a divider, with three step back 
display levels on the front, com- 
pletely open to traffic. In this 
way, the customer who is intent 
upon gifts, dinnerware for her 
own use, etc., can simply move 
along the counter, select from 

the items shown on either wood- 
en-topped or glass-topped 
shelves. 

“The idea was to provide 
more open display, better spac- 

ing between the items, and com- 
plete freedom for the shopper,” 
Mrs. Ferraro’ pointed out. 
“Keeping the store as open as it 
is means that many customers 
can browse at once without get- 
ting in each other’s way, and, 
of course, its attractive appear- 
ance brings in many more peo- 
ple from the street.” 

A long row of wall cases on 
the wall opposite the display 
counter shows at least one and 
probably two complete settings 
of dinnerware in each six-foot 

(Continued on Page 31) 

HARDWARE WORLD 



Impulse Buying Habits of 
Customers Leads Retailer 
to Develop Merchandising 
Program Around... 

- vo 

WITH ADVERTISING on all of its four sides and a large 

. 

neon sign, A&A flags the attention of traffic approaching 

from all directions. 

Visual Displays That Pay 

44WOU can’t sell what is not in 
view,” William G. Austin, 

owner of the A & A Hardware 
store, San Diego, California, be- 
lieves. Accordingly, he has de- 
creased his warehouse area in 
back and, instead of storing 
merchandise, displays as much 
as he can in the store. 

A & A’s merchandising is 
built around visual display. “If 
customers cannot see what they 
want,” Austin continues, “they 
may not ask for it. Displaying 
items on wall pegboard is one 
way we make certain our mer- 
chandise is seen. In addition we 
have plenty of word and picture 
signs guiding people to the 
tables they want. If they have 

the slightest trouble in locating 
something, other signs instruct 
them to ask for help.” 

Word and picture signs over 
tables read, “Screws,” “Electri- 
‘al Supplies,” ete. Other signs, 
such as “Nails” and “Bargain 
Counter” have arrows pointing 
downward to exact locations. In 
nearly every department, nar- 
row signs make suggestions 
such as “If you don’t see it... 
please ask,” and “We have it 

. ask for it!” Each table is 
numbered. Anyone asking for an 
item is directed to the right 
table by number. 
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In line with his visual display 
philosophy, Austin is a firm be- 
liever in the sales-power of in- 

dividually packaged pieces in 
clear plastic. “ ‘Clear-packs’ sell 
ten to one over boxed merchan- 
dise and profit is considerably 
higher,” he says, speaking from 
experience. Part of this Austin 
attributes to impulse buying; 
part to the fact that many peo- 
ple, especially women, do not 
know exactly what to ask for, 
but are able to recognize it if 
seen. “Often,” he says, “ladies 
will pick up a clear-pack and 
exclaim, “That’s just what I’ve 

been needing and looking for!’ ” 
Austin is convinced of the 

buying power of the American 
woman. Many of his displays 
caters to them, naturally. In 
fact, even though A & A’s motto 
is “Everything in hardware,” 
its present top-selling items are 
housewares. “You can’t beat 
them,” Austin says, “because— 
well, the fact that 81% of Amer- 
ican purchases are made by 
women should be a sufficient 
hint.”” Some housewares, such 
as dinnerware, are also sold to 
motels. If they have four or 
more units a 10 percent discount 
is given. 

The basis for visual display, 
according to Austin, is in a com- 

plete stock. “You can’t expose 
what you haven’t got,” he ex- 
plains. “Actually, a hardware 

dealer can’t afford to run out of 
an item. If he does he loses 
money.” For this reason, he has 
perfected over a three-year pe- 
riod, a merchandise checking 
system which prevents running 
out or even low, yet at the time 
requires less attention than con- 
ventional methods. A number of 
local businessmen, including an- 
other hardware dealer, a drug- 
gist, a doctor, and a dentist, 
heard about the method, and are 
now successfully using it. 

Essentially the simplified sys- 
tem is as follows: A separate 
loose-leaf binder is used for each 
salesman supplying A & A. 
When the salesman comes in, he 
simply gets his book and opens 
it. On ruled paper he sees the 
title, say, 10-A, 1959. Ten-A 
is the table number. All the 
items which he supplies for that 
table are listed by number and 
description, starting at the top 
of the paper and working down 
on the left hand side. Columns 
showing cost and selling price 
are written in pencil because 
these fluctuate and must be 
changed periodically. There is 
a column for the maximum or- 
der—some ten, some twelve 
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pieces, etc. Remaining columns 

are the months. 
The salesman looks at the 

maximum order for each item, 
checks number of pieces on hand 
and displayed at the table; then 
he writes in the correct space 
under the present month the 
number of additional pieces 
needed. For example, if three 
pieces are on display, the sales- 
man knows there is an auto- 
matic order for nine more where 
the maximum order is twelve. 
If the maximum order is nine, 
present order is automatically 
six. The salesman puts a pencil 
mark by the order if delivered; 
if not, he puts a circle around 
it, showing it must be delivered 
on the next call. Invoice is made 
out as the order for each item 
is determined. 

To facilitate salesmen’s work, 
Austin built a rolling “pulpit.” 
The salesman’s binder is placed 
on top where he can open it and 
write in it. Beneath, there is 
room for his catalog, briefcase, 
and a short ladder. This is 
rolled about easily to each table. 

One of the values of the new 
merchandise check system is 
that it keeps tab on the total 
number of delivered items for 
each stock number for past 
years, 1957, 1958, etc. If 120 
pieces of one item were stocked 
and sold during 1957, but only 
75 during 1958, Austin knows 
that something is wrong either 

with his merchandising or the 
product itself. He checks into it. 
If there is no remedy, he dis- 
continues the item and creates 
more space for visible displays 
of more profitable items. Pre- 
vious years’ totals are carried 
forward to present year’s ledger 
for quick reference. 

A large variety of merchan- 
dise, always on visible display, 
is A & A’s basic business prem- 
ise. It have proved extremely 
practical. “The fun,” says Aus- 
tin, “is in finding new, interest- 
ing methods of applying this 
fundamental. With imagination 

and effort, every hardware deal- 
er can come up with fascinating 
and workable ways to expose 
and sell. Visual display pays off. 
The more actual merchandise a 
customer can see and examine, 
the more he is going to buy!” 
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AISLE MARKERS placed through- 

out the store are a boon in assisting 
customers find the section where 

their needs are carried. “It’s another 

means of helping our customers find 
what they want quickly,” says owner 

William Austin, “and we know from 

comments we have received that this 

little feature is appreciated.” 

COURTESY AND HELPFULNESS 

MITTIN TS wt are keynotes of the store’s successful 

2 ey} ber selling. The customer need never feel 

' ; unsure of his purchase. Small signs 

% @ hin ital AL ss | such ag hoe geo eg — the vt 

‘ items department make certain i 

eS psn will call for help when 

needed. 

IMPOSING BLACK AND WHITE 
sign in rear of store announces the 

items carried in this department. 

Whether he needs one or many bolts, 
there’s never any question in the cus- 

tomer’s mind where they are located. 
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RETAIL EMPLOYEES 
OWN FINANCE COMPANY 

Ashton Lumber and Hardware Co. 

Heber, Utah 

OWE ASHTON, JR., Heber, 
Utah hardware and building 

materials retailer, believes in 
employee morale. To him, a busi- 
ness firm’s best booster is a loyal 
employee. 

At the Intermountain hard- 
ware and implement dealer asso- 
ciation’s convention this year at 
Elko, Nev., the 28-year-old hard- 
ware dealer hammered home 
these thoughts in a report on a 
novel employee finance company 
program initiated at his firm 

prior to his father’s death in 
1957. 
Ashton explained that the plan 

was designed to realize time pay- 
ment paper, to create a retire- 

ment fund for permanent em- 
ployees and to allow the firm to 
better compete for skilled man- 
power. 

Patterned after a similar plan 
used by Strevell- Paterson, a 
Salt Lake City wholesale hard- 
ware firm, the Ashton Employee 
Finance Co. is managed by the 
employees themselves, and was 
established only after the em- 
ployees were certain they wanted 
to participate in it. 

Here’s how it works, as ex- 
plained by Ashton: 

A payroll deduction of $10 per 
paycheck is made for each mem- 
ber participating. In his firm 
this means $20 a month. 

Calls are made for extra funds 
as the finance company needs 
them. Each member may put in 
as much as he desires up to the 
amount asked for by the organi- 
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zation. If the call is oversub- 
scribed, the amount over is pro- 
rated according to the individ- 
ual’s percent of investment. This 
means the person with the least 
amount invested gets the big- 

gest chance to increase his in- 
vestment, thereby eventually 
equalizing the investment per 
individual. 

The opportunity to increase 
payroll deductions is only given 
to members having the lowest 
investment. This helps those 
who cannot take advantage of 
the calls for extra money. 

When the finance organization 

finds it has too much money, the 
heaviest investors must with- 
draw their money until they are 
on an equal basis with the other 
investors. ““We have never had a 
surplus,” Ashton said, “and 
we’ve never had to do this. I 
hope we never will, because it 
will be to our advantage to keep 
the organization growing.” 

Profits cannot be taken out by 
the individual for a period of the 
first five years. “This clause will 
probably be rewritten at the end 
of this period,’”’ Ashton said, “to 
require members to keep their 
investment in the company until 
they retire.” 

When an individual retires, he 
has the option of taking the en- 
tire amount of his investment 
or he may elect to keep his in- 
vestment in and just realize the 
profit on the investment each 
year as income. 

An employee who is fired or 

LOWE ASHTON, JR., right, dis- 
cusses merits of his employee finance 

company with representatives of the 

Salt Lake City firm after which it 

was patterned. They are, Forrest S. 

Walden, president and general mana- 

ger of Stravell-Patterson Hardware 

Co., center, and George Colt, repre- 
sentative for the firm out of Elko, 

Nev. 

leaves the firm for another job 
must withdraw his investment 
and is entitled to receive profits 
up to the last quarter of his 
employment. 

Membership is limited to per- 
sons who have been with the 
parent company for a period of 
at least one year. Upon applica- 
tion, the prospective members 
must be approved by the entire 
membership. 

The Ashton Employee Finance 
Co. is organized as a partner- 
ship. Each member (19 em- 
ployees presently participate) 
has an equal voice in running 
the finance company. Profits are 
distributed according to invest- 
ment and must be added to the 
person’s total earnings for in- 
come tax purposes. 

Active management is han- 
dled by elected officers of the 
finance company, named by the 

employees of the parent com- 
pany. The parent company con- 
tributes the following to the 
finance company operation: em- 
ployees’ time; guarantees all 

paper sold through the parent 
company with recourse (the par- 
ent company receives a reserve 
fund of one percent of each note 
to help offset these bad debts) ; 
and use of accounting facilities, 
office space and storage. 

Tangible results after two 
years were noted by Ashton. “In 
our first year,” he reported, 
“starting March 1 with zero in- 
vestment, the investment total 
by December 31 was $12,270. The 
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highest individual investment 
was $4,410, the lowest was $240. 
Earnings totaled 11.12 percent 
and the number of loans made 
was 141.” 

At the end of the finance com- 
pany’s second year, according to 
Ashton, total investment had 
jumped to $21,834, with a high 
individual investment of $6,141 
and a low of $500. The company 
had made 276 loans with an out- 
standing loan value of $25,359 
and percent of earnings rose to 
13.34 percent. 

Ashton was quick to admit 
that some problems had cropped 
up in the finance company. For 
example, he stated, the limit of 
paper the parent company can 
generate to enable the finance 
company to absorb the normal 
income of extra money through 
payroll deductions has about 
been reached. “We have a prob- 
lem of credit. It is hard to con- 
trol people who already have 
notes and stop them from buy- 
ing more. We have had persons 
with as many as four notes in 
two years,” Ashton declared. 

He also finds it difficult for his 

firm to take advantage of a re- 
volving credit policy, since the 

finance company is a separate 
organization from the parent 

company. 

But there are plenty of ad- 
vantages, too, Ashton notes. “By 
using the finance company, we 
find we have a built-in traffic,” 
he states. “Of all the people 
making payments, about 75 per- 

cent come into the store to make 
their payments. This makes po- 
tential sales to these people very 
high.” 

The program provides a 
method of taking questionable 
accounts on the parent com- 
pany’s books and transferring 
them to a note, increasing the 
collectibility of the account and 
at the same time keeping the 
customer’s good will. 

Another advantage, Ashton 

said, was that the finance com- 
pany makes all of his employees 
financially conscious to the im- 
portance of making definite ar- 
rangements for payment at the 

time of sale. It also serves to 
make employees more alert to 
the fact that some customers 
cannot be granted credit under 

any conditions, and tends to 
make the employees collectors 
for the parent company and 
finance company at the same 

time. 

“My employees asked me to 
mention what they feel is the 
biggest advantage,” Ashton said. 

“None of our employees had a 

savings plan, and only two had 
managed to accumulate any- 
thing other than their home. 
Now, the lowest man on the 
totem pole has a minimum of 
$500 against which he may bor- 
row any time he wishes without 
security other than his equity in 
the finance company.” 

Open Display 
(Continued from Page 26) 

section. It is finished with light 
blue and pastel colors in the 
background. Part of the remod- 
eling, incidentally, consisted of 
finishing the ceiling and upper 
walls in a dark charcoal which 
has the effect of “bringing the 
ceiling to a lower level.” In con- 
trast with blond hardwood dis- 
play fixtures and pastel colors 
used below, the effect has been 
to change what otherwise was a 

traditional china and slassware 
department into a smart gift 

shop with far better appeal to 
the Albuquerque public. 

Overall profits have risen 
steadily since remodeling and 
change of merchandising tech- 
niques, according to Mrs. Ferra- 
ro. It has been noticeable that 
there is just as much “repeat 
business” as when the store had 
open stock patterns. 

ae 

SPACE-SAVING DISPLAY takes only 4’ x 9’ to show more than 600 varie- 

ties of wood screws, washers, nuts and bolts, carriage bolts, and brass screws 

at Horace Green & Sons, Garden Grove, Calif. Besides placing a variety of 

merchandise on display, fixture saves much time for customers and sales 

people at this hardware store. Customers are able to pick out their merchan- 

dise for themselves from the identified compartments. On the lower shelf 
more than 160 items are displayed in their separate compartments. Smaller 

items are displayed on the upper shelves. A similar type of island display 
fixture is used for plumbing pipe and fittings. An exceptionally wide variety 
is shown in these compartments, plus accessories and faucets above. 
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MORE THAN TWICE AS BIG as former store across the street, Hostetler’s new store is well lighted and arranged for 

self service. 

“Rich Look’ Brings Gift Buyers 

Hostetler's 

Alhambra, Calif. 

HE trick in modernizing to- 
day is not to look like every 

other store in the community, 

Hostetler’s in Alhambra, Calif., 
has done the trick. They have 
a store with a character and it 
took just a few simple things to 

accomplish it. 
They achieved a “rich look” 

without outclassing their cus- 
tomers. One method of achiev- 
ing this was the wooden cornice 
used on all wall sections around 

32 

Men as Well as Women Shop in the Luxurious 

Setting of Hostetler's New Gift Section... 

New Store Is Double Size of Their Old Outlet 

the store. It gives an attractive 

trim effect and adds a touch of 

class. There are many real and 
artificial flowers around the 

store especially in the giftware 
section. This, too, helps build up 
the character of the store. The 

fixtures for the giftware items 

are exceptionally classy looking 
although they are rather simple 

in design. 

Space is another thing that 
helps. The aisles are big enough 

for people to pass without 
bumping, particularly down the 
main aisle. 

The windows are good mag- 
nets for attraction and yet they 
are not pretentious. On the gift 
side small coffee tables of vari- 
ous heights are used to show a 
small amount of items. Trays 
and serving carts are also em- 
ployed as display units. 

The first gondola seen from 
the window is actually a window 
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MODERN TABLES AND TRAYS are used sparingly as GONDOLAS FOR GIFTWARE were especially designed 
window display for gift section. The display is low for Hostetler’s. They have a wood base and short modern 

enough for the first gondolas a few feet in back to be seen legs. Dimensions are the same as basic gondolas used 

clearly elsewhere on floor. 

FLOWERS AND PLANTS, real and 
artificial (above, left) abound in the 

giftware section of this new store. It 

supplements the rich look of the de- 

partment. 

GIFT GONDOLAS are placed at an- 

gles in the front part of store (above, 

right). Customers can see sections of 

each fixture from front. 

WCODEN WARE AND PANTRY 
WARE are displayed on the conven- 

tional type of gondola with perfo- 

rated metal upright holding shelves. 
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ELECTRICAL SUPPLY unit is nine 
feet long and topped with standard 
M & D spool holder running the en- 

tire length. Note steel goods wall 

section at rear. 

display. There are no shelves on 
the window side and a minimum 
amount of merchandise is 

shown. 
The gondolas and wall sec- 

tions throughout the store are 

M & D Fixtures. The planning 

and installation was handled by 
the store planning division of 
Union Hardware & Metal Co., 
Los Angeles wholesalers. 

The giftware and housewares 

sections were the primary areas 
to feel the great increase in 

business in the new store. When 

these departments were in the 
old store they did not have the 

appeal to the women’s trade as 
much as they do today. The 
limit on giftware prices in the 

old store was about $7. In the 

new premises it is no rarity to 
sell an item worth $35 or more. 

Management feels that the 

setting is responsible for the up- 

grading of merchandise that 
they sell. It has often been 
argued that to have a store with 

ori ai 
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STANDARD GONDOLA has shelves on one side and no 

shelves on other. Special holders are used to fit into the 

perforated metal upright section. 
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a “rich look” such as Hostetler’s 
that the menfolk are driven 
away. This is not at all true 
here. In fact many workmen 
can be seen browsing through 

the gift department in their old 
work clothes after work looking 

for a present for their wife’s 
birthday, anniversary or just a 
“good gesture” gift. 

To get men into the store in 
the first place the premises have 
to look like a hardware store. 

at rear of store. 

This has been achieved at Hos- 
tetler’s principally because the 
hand tools and hardware items 
are displayed up front on the 
left hand wall sections. Another 
thing that helps is the large 
neon sign for the paint depart- 
ment at the back of store. 

The checkout counter is in the 
center aisle about 25 feet away 
from the front door. There is 
another entrance at the side by 
the paint department. 

PLUMBING GONDOLA is equipped with metal and glass 
dividers for supplies and fittings. Note large paint section 
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UPDATED and NEW HARDWARE FIRMS 
... for Your “Tour of Stores” List 

HARDWARE WORLD introduces at this time a new feature 

which will list new and remodeled hardware stores in the 13 West- 

ern States. It is offered in the hopes that it will give you infor- 

mation about stores near your area so that you can occasionally 

make a “tour of stores” and see what is new in the hardware busi- 

ness in your area. We hope that this feature will prove to be very 

popular. Please let us have your comments. 

CALIFORNIA 

CHICO — Collier Hardware, 
105 Broadway, has started an 
extensive interior and exterior 
facelifting. Interior renovation 
will include installation of a 
semi-self service system to cost 
around $15,000. The project is 
a long range one and the store 
will remain open during altera- 
tions, according to co-owner 
Cecil Hitt. 

RESEDA—Holiday Hardware 
store opened here recently at 
Victory Blvd. and Tampa Ave- 
nue. This is the third store in 
the chain and the second in the 
Van Nuys Valley. The new store 
has 16 departments and is 
claimed by its owners to be one 
of the most beautiful stores in 
the country. It is managed by 
Maurice Redlich. 

WOODLAND — Cranston 
Brothers at 618 Main Street re- 
cently completed an extensive 
remodeling program. The store 
has been departmentalized into 
six departments—sports, paint, 
appliances, houseware and gifts, 
garden too's and hardware. The 
last remodeling of the store was 

ten years ago. 
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COLORADO 

FAIRPLAY Moore Hard- 
ware recently opened their new 
store here. 

IDAHO 

IDAHO FALLS — Nielsen’s 
Rite-Way Hardware Store, 346 
Broadway, has just become a 
member of the PRO Hardware 
Group with a grand opening in 
the middle of June. The store 
has been partly remodeled and 
redecorated throughout. The 
firm has been operating here for 
30 years and is the first PRO 
Hardware Store in the State. 

MONTANA 

WHITE SULPHUR SPRINGS 
—Smith Lumber and Hardware 
has opened their new building 
on West Main Street. The store 

was laid out by Lou Everett of 
the Montana Hardware Associa- 
tion at Helena. 

OREGON 

BAKER—Nero’s Hardware at 
Main and Church Streets opened 
new quarters here several 
months ago and the store is 
completely modern throughout. 

CHILOQUIN — The Coast to 
Coast Hardware Store, located 
in the Gienger Building, opened 
here recently. The planning and 
fixtures are typical of the Coast 
to Coast stores. Glen Kircher 
and Dwight Kircher are co- 
owners. 

WASHINGTON 

BELLEVUE — Ernst Hard- 
ware has moved to 835-106th 
Avenue, N.E. according to Dick 
Etchey, manager. The building 
is of modern architecture with 
an all-glass front and a plank 
and beam ceiling. Self-service 
fixtures have been installed. 
However, an adequate number 
of sales persons are on hand to 
lend assistance when desired. 
The firm carries in addition to 
hardware, appliances, house- 
wares, garden supplies, tools, 
electrical supplies and paints on 
two floors totaling 9,000 square 
feet. 

During the opening a free bud 
vase was given to each customer 
and a contest was held in which 
paint was the prize. Demonstra- 
tions in gardening, barbecuing, 
and power tool use were also 
conducted. 

ILWACO—Doupe Bros. store 
here recently celebrated the re- 
modeling of their hardware de- 
partment with coffee and dough- 
nuts served all day. The new 
store is claimed to have one of 
the most modern hardware de- 
partments in Southwest Wash- 

(Continued on Page 60) 
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Turner's 

Tracy, Calif. 

URNER’S is a well-known name in the San 
Joaquin Valley of California. For years this 

hardware firm has had a chain of stores in major 

i 
i HY 

CORNER ON TIME—Electric clocks are displayed attrac- 

tively on the inside corner of the windows. Special display 
units for showing fine pieces of giftware were retained. 

+ 
Nv 

AFRICAN VIOLETS on special wire stand are impulse 

sellers right in area facing the front door. Power mowers 

neatly arranged on platform give a mass display effect. 
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cities of the area. Their store in Tracy was re- 
cently given the “New Sell” treatment with in- 
stallation of Daley fixtures by Garehime Corp. 

Rp 

FIWARE 

ALL AGLOW is the wall section for giftwares and house- 

wares. Fluorescent lamps are placed behind the cornice 
and, with light walls, make shelf merchandise stand out. 

A 

A FENCE OF FISHING RODS is the effect made by this 
simple display in front of the sporting goods section. The 

display is just to the right of the front entrance. 
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EYE-CATCHING “DINKY DORY”, 
funboat for swimming pools does 

double duty as a display unit to pro- 
mote the sale of other pool and beach 
water sports accessories.—Blackman 

Plastics 

For Details Circle 280 on INQUIRY CARD 

CORRUGATED DISPLAY for bas- 
ketball set contains the basketball, a 

hand pump, a net and an official 
hoop. Perforated discs in the back 

and pins make scoreboard ready to 

use.—The Ohio Boxboard Company 

For Details Circle 281 on INQUIRY CARD 
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BAKER’S DOZEN is a sportsman’s 
special containing 13 quick-selling 

Tab Wobblers on a display card for 
the price of 12. Can be sold indi- 
vidually or the whole card. Baker's 

Tab Wobblers 

For Details Circle 282 on INQUIRY CARD 

MULTI-PURPOSE PLASTIC BOXES 
house fishing line on wide spools. 
Large utility, sliding-lid clear plastic 

containers will replace narrow spools 

in space-saving packages. — Sunset 

Fishing Lines 

For Details Circle 283 on INQUIRY CARD 

BOAT NUMBERS AND LETTERS 
attractive sales-making “package” 

unit consists of poly-enveloped sets of 
10 each of 26 letters, 10 numbers, 

plus 10 dashes which hang on metal 

hooks of sturdy metal ceunter display 

stand.—Hy-Ko Products Company 

For Details Circle 284 on INQUIRY CARD 

RIPOLIN Jism ruse 
| 9 Met Ponting cn 
 RIPOLIN (Ciidaca) 

MARINE PAINT BRUSH _ display 

unit which can be used on counter or 

wall shows complete assortment in 

sizes from 1!” to 4”.—The Glidden 

Co. 

For Details Circle 285 on INQUIRY CARD 
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THRIFTY SPOON DISPLAY re- 
volving stand made of metal is de- 

signed to hold 12 dozen assorted 

spoons in six different patterns. 

Lures are put out in front in an 

attention-compelling manner. — The 

Marathon Bait Company 

For Details Circle 286 on INQUIRY CARD 

REDESIGNED PACKAGE for nylon 
rod winding and fly tying threads 
combines smartness of design with 
functional efficiency. Product data is 

printed on box ends for easy identi- 

fication.—Gudebrod Bros. Silk Co. 

For Details Circle 287 on INQUIRY CARD 

FIVE COLOR DEMONSTRATION 

display keynotes “Bay Buoy” sales 
story with a “Bar Buoy” clipped to 
card showing the “free-swing” action 
of product.— Aladdin Laboratories, 
Inc. 

For Details Circle 288 on INQUIRY CARD 
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ACTIONROD PLASTIC PACKAG- 
ING for fiberglass fishing rods is 
produced in three bright colors and 

carries fishing scenes along with 
Actionrod trademark.—Orchard In- 

dustries, Inc. 

For Details Circle 289 on INQUIRY CARD 

SELF-SELL DISPLAY CABINET for 
rifles, pistols and accessories is con- 
structed of wood and glass, provides 

theft-proof security—Crosman Arms 
Co., Inc. 

For Details Circle 290 on INQUIRY CARD 

FURNISHED LINE STRIP PACK 
RACK revolving metal display stand 
puts more product on less counter 

space.—Ideal Fishing Float Co. 
For Details Circle 291 on INQUIRY CARD 

SPORTS LITERATURE 

FLY LINE BOOKLET is a handy 
pocket-size folder issued by Sunset 
Fishing Lines which includes specifi- 
cations charts showing line diameters 

and length detail for all standard 
types of level and tapered fly lines. 
Charts show lengths of the various 
sizes of lines used in making up 
double and sharpshooter tapers, and 

also the exact diameters of common 
fly line sizes. 

For Details Circle 342 on INQUIRY CARD 

“FAMOUS GUNS FROM THE WIN- 
CHESTER COLLECTION,” written 
by Hank Bowman, and published by 
the Arco Publishing Company, sells 
for $2.50. Bowman brings to the gun 

lover a concise history of firearms 
from the muzzle loading flintlock 
through the evolution of the repeat- 
ing rifle. The author’s selection of 
the “best” from this famous collec- 
tion is indicated by the different sec- 

tions of the book—‘“Early Repeating 
Firearms and Breech Loaders, Per- 
cussion Breech Loaders and Repeat- 
ers, The Winchester °73 and Its 

Rivals, The Self-Contained Metallic 
Cartridge,” and many more to make 
this a cross-section of firearm his- 
tory. The book is fully illustrated, 
5 x 814 and clothbound. 

For Details Circle 343 on INQUIRY CARD 

LYMAN PRODUCTS FOR SHOOT- 
ERS CATALOG issued by the Lyman 
Gun Sight Corporation is a 20-page 
catalog covering metallic sights, 

scopes, shotgun chokes and reloading 

equipment. Quick reference chart 

shows at a glance which metallic 
sights combination is the perfect one 
for any gun or any kind of shooting. 

For Details Circle 345 on INQUIRY CARD 

COMING IN AUGUST .. . Special 
Retail Hardware Advertising Issue 

with many good tips on promotions. 
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AUG. 8-14 AUG. 15 - 21 AUG. 22 - 28 

\ SPOT IMPROVEMENT FOR THE 

ERAS DO-IT-YOURSELFER 
Feature cabinet hardware, builders’ hardware, 

lighting fixtures, electrical and plumbing 

supplies. 

a FALL AHEAD 
Feature new ranges, heaters, appliances of all 

types, portable heaters, fireplace equipment. 

"2 
HOUSEWARES FOR CASUAL 

LIVING 
(Cont.) 

HUNTING? THIS IS THE PLACE 
Feature guns, accessories and supplies. 

SCHOOL DAYS AHEAD 
Feature luggage, clocks, ra- 

dios, bicycles, skates, flash- 
lights, lamps, etc. 

SPOT IMPROVEMENT FOR 

THE DO-IT-YOURSELFER 

Schedule: Aug. 1-14 

This promotion features merchandise that will 

improve the appearance of the home’s interior 

such as cabinet hardware, locksets, hardware 

trim, lighting fixtures, bathroom fixtures, etc. 

Display the most attractive items in the win- 

dow and also in a promotional area instore. 

Advertise this with an appeal to the ladies on 

the improvement value to the home. 

HUNTING? THIS IS THE PLACE! 

Schedule: Aug. 8-21 

Make the hunter feel that your store is head- 

quarters for hunting supplies. Show such mer- 

chandise in the window with an attractive dis- 

play. Real bushes and trees always help make a 

good setting for guns and camping equipment. 

Advertise the fact that your store is headquar- 

ters for hunters and also show some of the new 

items you are offering this year. 
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FALL AHEAD 

Schedule: Aug. 15-28 

This type of promotion can fit anything that 

can be used in the fall or winter, particularly if 

it is a high ticket item. If you have appliances, 

introduce latest models of ranges, space heaters, 

portable heaters and water heaters. Also feature 

fireplace equipment and some electric housewares 

items such as automatic cookware rotisseries, etc. 

Advertise this heavily in your local paper with 

advertising mats from your suppliers. 

SCHOOL DAYS AHEAD 

Schedule: Aug. 22-Sept. 4 

Big stores always push this seasonal event. Tie 

in with their efforts and you should be able to 

sell medium priced and high ticket items. Have 

displays for those in different age brackets. For 

the college student, display luggage, electric 

clocks, radios, lamps and decorative ware. For 

high school students show lamps, radios, flash- 

lights, overnight bags, etc. Bicycles and skates 

are the leaders for the lower age bracket. 
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Stome Impnovememt 
Sy Window pisPLAYs (ICI [_| 

DISPLAY IN LARGE WINDOW AREA 

cacaeeameeammeme meats If you have a full glass front and a large window section, one 

method of putting in an attractive display is to use a platform. This 
can be anywhere from eight inches to one foot high. A rectangle 
is the best shape for getting the most out of the area. However ir- 
regular shaped platforms have been used successfully. The rectangle 
allows the opportunity of attaching temporary backings for hold 

=: signs or racks for merchandise. Some displays need some sort of 
ee . . . . 

ee backing while others can be made to be seen both outside and in- 
side the store. 

HOW TO HIGHLIGHT ONE OR MORE ITEMS 

Sometime you may want to display a high-ticket item without 
having any other merchandise vie for the onlooker’s eyes. This 
method is simple and very effective. Use woven wood screen and 
place in irregular manner. Signs or decorations can be pinned on the 
screen. The in-store side of the screen should be utilized for display- 
ing small items that are lower than the screen. Sales items or im- 
pulse items in mass display are effective. By this screen method of 
display it is also possible to divide a large window into two parts 
by using two screens. Inside each is a different display. 

_ USING THE GONDOLA FOR A WINDOW DISPLAY 

¥y The first Gondola in the store can make an excellent display unit. 
Use only the base and the upright on the window side. On the in- 
terior side you can use shelves, brackets or whatever you want as 
this will not interfere with the other side. For an example of dis- 
play for patio merchandise, you can show barbecues, outdoor Ha- 
waiian torches, barbecue accessories and other related items just 
like you would in a closed window. 

HOW TO HANDLE THE CORNER WINDOW 

Shown here is a type of display unit that sells to the person on 
the outside and also to those within the store. It would be more — 
effective if it were slowly turning. Variations of this would be a 
square or triangle riser. This type of unit allows light from the 
outside to enter to help light up the store. 
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Store Impnovememt 

BY DISPLAY AND MERCHANDISING AIDS 

WASHING MACHINE ACCESSORY 
super mart handles 95 percent of 

customers’ requests for washing ma- 

chine hose, keeps items displayed, 

simplifies stock control and maintains 

adequate additional stock in rear of 

display. Printed in maroon and yel- 

low.—Swan Rubber Company 

For Details Circle 125 on INQUIRY CARD 

| WE HAVE THE AMAZ 

ROBESON 

FLAME EDGE KNIFE PACKAGE 
consists of four knives: a carving 

knife, narrow French cook knife, util- 

ity knife, and a paring knife pack- 
aged in a maroon felt-covered case 

with plastic lid. Knives feature tung- 

sten carbide self-sharpening edge.— 

Robeson Cutlery Company 

For Details Circle 126 on INQUIRY CARD 
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EASEL-TYPE COUNTER DISPLAY 
offers a complete selling message, in- 

cluding a handy table printed on the 

back to give the dealer a quick sum- 

mary of the entire Alsynite line. 

Featured on the face of the card is 

an attractive patio illustration show- 
ing the product installed —Alsynite 

Company of America 

For Details Circle 127 on INQUIRY CARD 

3 FA Vor a 

PULLERS ee 

CHISEL ASSORTMENT counter dis- 
play rack includes 12 tools, carded 

and pre-priced. Rack can also be 

hung on the wall or a Peg-Board. 

Each tool is packaged in clear plastic 

“blister” Slide-Pak to allow the cus- 

tomer to inspect it easily, yet keep 

the tool clean and sharp.—Fuller Tool 

Co., Ine. 

For Details Circle 128 on INQUIRY CARD 

FLOOR MERCHANDISER, 61” high 
x 32” wide x 24” deep, mounts the 
wall section on a strong, four-legged 

stand with an additional wide shelf 

for further display. Featured are 

compressors, three-gallon material 

tank, 15 ft. of material hose and 25 

ft. of air hose —The Campbell-Haus- 
field Company 

For Details Circle 129 on INQUIRY CARD 

THREE 

Two 

DISPLAY POSTER showing the sizes 
and colors of Hol-Dex label holders 

also includes suggestions for its use. 

A package of one dozen Hol-Dex, self- 

adhesive, transparent, insertable label 
holders, ready to resell for a total of 
$3.60 retail list price is offered free 

to hardware and lumber dealers.— 
Cel-U-Dex Corporation 

For Details Circle 130 on INQUIRY CARD 
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Use Inquiry Postcard for Further Information About MERCHANDISING AIDS 

SECTIONAL BRUSH DISPLAY or 
complete brush department, Peg- 

Board merchandiser accommodates up 
to 17-dozen paint brushes in most 
popular sizes. Is 38%” high, 24” 

wide and 1} deep.—David Linzer 

& Sons, Inc. 

For Details Circle 131 on INQUIRY CARD 

” 

FLOOR MERCHANDISER with 
stacked trays, factory pre-packed, are 

ready to set up in five minutes. Racks 

are filled by inserting trays stocked 

with balanced assortments of mer- 
chandise.—Rippl-Tie 

For Details Circle 132 on INQUIRY CARD 

LIGHTING FIXTURE DISPLAY 
includes modular ceiling 4’ x 5’, stand- 

up display designed to demonstrate 
recessed fixtures, and counter dim- 

mer display which prospect can con- 

trol.—Thomas Industries Inc. 
For Details Circle 133 on INQUIRY CARD 
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DUMP BIN merchandiser is included 

with lawn furniture webbing kits with 

colors either packed to customer’s 
choice or prepacked. Bin stands 17” 
x 124%,” x 37”.—Ru-Son Products 

Company 

For Details Circle 134 on INQUIRY CARD 

DOUBLE-FACED GONDOLA UNIT 
features a portable lighting depart- 

ment which includes a full line of 
flashlights, searchlights and lanterns. 

—Ray-O-Vac Company 

For Details Circle 135 on INQUIRY CARD 

Dazer SALAD MAKER 

mast 4 

. a airy pnepect 
iy ANOTREE OOH mone” 

THREE-COLOR §self-selling carton 
which is a re-shipper is designed to 

help sell the Dazey Salad Maker.— 

The Dazey Corporation 

For Details Circle 136 on INQUIRY CARD 

SELF-SELLING “6-PACK” lawn 
sprinkler display features testimonial 

by golf professional Gene Sarazen. 
Display contains three “Green Keep- 
er” and three “Fairway” oscillating 
sprinklers in addition to a “Free 

Goods Jack-Pot.”—W. D. Allen Co. 

For Details Circle 137 on INQUIRY CARD 

WIRE RACK display holds 24 locks, 
yet is only 144%.” x 84%” x 44”. 

Designed to stimulate impulse sales 

by providing full display for See- 
Pack. Can be used on wall or Peg- 
Board.—Slaymaker Lock Company 

For Details Circle 138 on INQUIRY CARD 

“SET-UP” ALARM CLOCK DIS- 
PLAY accentuates the modern, slim- 
trim look that is an important feature 

of the new Sunbeam alarm clock line. 
Unit holds six popular-priced alarm 
clocks.—Sunbeam Electric Clock Divi- 

sion, Sunbeam Corporation 
For Details Circle 139 on INQUIRY CARD 
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Use Inquiry Postcard for Further Information About MERCHANDISING AIDS 

DRAFTSTOP DEMONSTRATOR is 
a sell-yourself counter demonstrator 
64%” x 8Y,”. The Multi color unit is 
designed for placement in mass prod- 

uct displays, counter tops, or near 

cash registers. Packaged in individual 

cartons.—The Roberts Co. 
For Details Circle 140 on INQUIRY CARD 

Myers’ 
Dump Dealer 

Dealers Name 

THREE DIMENSIONAL colorful 
plaques announce the appointment of 

dealers as “authorized Myers Pump 
Dealers.” Plaque also contains deal- 

er’s name and the words, “Dependable 

Products, Dependable Service.”—F. E. 

Myers & Bro. Co. 
For Details Circle 141 on INQUIRY CARD 

SKIN-PACKAGED hex key set is de- 
signed to provide brighter customer 

appeal and easier dealer handling. 

Sets are skin-packaged directly on at- 

tractive, colorful, informative cards, 

easy to display on Peg-Boards, assur- 

ing fast turnover.—Upland Industries 
For Details Circle 142 on INQUIRY CARD 

JULY 1959 

ROLLER CENTER is designed to 

stimulate tie-in-sales and _ utilizes 
slanted shelves which keep merchan- 
dise neatly organized and up front 
for easy customer selection. Complete 
assortment of four types of roller 

coaters.—The Glidden Company 

For Details Circle 143 on INQUIRY CARD 
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Pal MAYESCERT (amp 

SAFETY LIGHT 

“SAFETY LIGHT” merchandiser unit 

holds 10 of the new lamps. By cut- 

ting as indicated, the easel portion 

can be removed and inserted into 

standard price card holder.—Westing- 
house 

For Details Circle 144 on INQUIRY CARD 

STEEL CABINET display comes in 
kit form. Unit’s five shelves can be 
adjusted. Finished in gray enamel.— 

Republic Steel Corporation 
For Details Circle 145 on INQUIRY CARD 

ADAPTAPLEX, a translucent peg 
plastic, is designed to give retailers 

a flexible means of creating window 

and shelf signs. In yellow and white. 

Letters and numerals in red or black. 
—Birkenwald Equipment Co. 

For Details Circle 146 on INQUIRY CARD 

ROTATING DISPLAY RACK for 

aluminum nails encourages impulse 

buying and self-service. Holds 100 

boxes of nails—Nichols Wire & 

Aluminum Co. 

For Details Circle 147 on INQUIRY CARD 

COUNTER OR PEG-BOARD display 
holds six each of popular hand tools. 
Self-service panel identifies tool and 

catalog number.—O. Ames Co. 

For Details Circle 148 on INQUIRY CARD 
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STIK-EES SELF-SELLING display 

carton will hold two dozen packages. 

Carton also serves double purpose of 

being convenient self-contained parcel 

post unity to facilitate distribution to 

dealers.—Living Products Company 

For Details Circle 149 on INQUIRY CARD 

MASS DISPLAY merchandiser is a 

complete gift wrap department fea- 

turing new design that keeps its 

items always in full view of shop- 
pers. Complete with easy-to-follow 

instructions for assembling. — The 

Papercraft Corporation 

For Deta'ls Circle 150 on INQUIRY CARD 

HAMILTON BE“ ” 

“FIRST THREE” gift set is designed 
to help dealers sell idea of more than 

one appliance for a single gift. Con- 

sists of electric fry pan, toaster and 
portable mixer.—Hamilton Beach 

Company 

For Details Circle 151 on INQUIRY CARD 
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PAINTERS’ AND GLAZIERS’ 
TOOLS are displayed in this self- 

contained “department” merchandiser. 

Two-sided Peg-Board is held in metal 

stand to display carded tools.—Red 
Devil Tools 

For Details Circle 152 on INQUIRY CARD 

SCHOOL LUNCH KITS floor mer- 

chandiser is a_ self-service display 

designed as a self-contained shipping 

carton. Holds 24 assorted kits. Spe- 

cial window streamer is included.— 

Aladdin Industries, Inc. 

For Details Circle 153 on INQUIRY CARD 

FLOOR DISPLAY for kitchen fans 

and bathroom heaters includes six 

units, each wired for on-the-spot 

demonstration.—Berns Air King Corp. 
For Details Circle 154 on INQUIRY CARD 

Schoo ii = 
Fa 
hi & » 

EASILY-SET-UP display for school 
lunch kits doubles as a shipper and 
sets up in only 24, sq. ft. floor space. 

Holds assortment of 20 metal and 

vinyl kits—The American Thermos 
Products Company 

For Details Circle 155 on INQUIRY CARD 

FREEZETTE DISPLAY assortment 
rack 27” wide x 23” deep x 64” high 
contains Freezette polyethylene con- 

tainers, bags, boxes, paper and tape. 

—Republic Molding Corp. 

For Details Circle 156 on INQUIRY CARD 

TINY TOOLS display cards on in- 
dividual pilfer-proof hang-up cards 
come in two color design. Most kits 
are mounted on card under clear 
plastic blister.—Moody Machine Prod- 
ucts Co., Inc. 

For Details Circle 157 on INQUIRY CARD 

HARDWARE WORLD 



Use Inquiry Postcard for Further Information About MERCHANDISING AIDS 

FLOOR POLISHER AND SCRUBBER 
display is a shipping package that 

opens up into its own display. Signs 

describe each accessory that can be 

used with machine.—The Regina Cor- 

poration 

For Details Circle 161 on INQUIRY CARD 

ww 

Roller-matic 

OVER-SIZE HANDLE DISPLAY 

describes the roller-matic sweeper. 

Lets sweeper stand free and ready 

to use by customers on the bare floor 
or carpeting of the store.—E. R. 
Wagner Manufacturing Co. 

For Details Circle 162 on INQUIRY CARD 

FEEL ROCKET DRIVING POWER! 

WINDOW BANNER is designed to 
help dealers sell Rocket hammers. 
Banner, printed in three colors, pic- 
tures two fast selling hammers prom- 
inently and urges shoppers to “Feel 

Rocket Driving Power.” Banner is 

151,” x 32”.—True Temper Corp. 
For Details Circle 163 on INQUIRY CARD 

JULY 1959 

WIRE DISPENSER RACK for plas- 

tic aluminum, window streamers, ad 

mats, envelope stuffers and_ sales 

clerk product information if offered 

hardware and housewares dealers.— 

Hercules Chemical Co., Ine. 

For Details Circle 164 on INQUIRY CARD 
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RUST PREVENTIVE with the fa- 
miliar Scotsman and his bright plaid 

package design is now available in a 

16-ounce spray can. Comes in 16 
popular colors and transparent Clear- 
Sele-—Rust-Oleum Corporation 

For Details Circle 165 on INQUIRY CARD 

COUNTER DISPLAY CARD shows 
an actual sample of fencing attached 
in die cut slots. Copy calls attention 
to the 2” x 4” mesh size of the fence 

and ease of erection. — Northwest 
Steel and Wire Co. 

For Details Circle 166 on INQUIRY CARD 

New! Sensational! 

Gai) One Hand @) 
AUTOMATIC PUSH-PULL ACTION 
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ONE-HAND BEATER DISPLAY 
shows consumers how beater mixes 
small quantities of food in a cup or 

tumbler. A dise on the base of dis- 
play invites shoppers to take a beater 

and “Try Here.”—Ekco Products Co. 
For Details Circle 167 on INQUIRY CARD 

AMBASSADOR PAINT BRUSH as- 
sortment and display features one 
to four inch brushes packed on hooks 

of a Peg-Board that may be shown 
as an easel or hung on the wall.— 
A. G. Jacobus’ Sons, Ine. 

For Details Circle 168 on INQUIRY CARD 

EMBEDMENT PANEL POSTCARDS 

Four-color postcards showing the 
five new Alsynite fiberglass embed- 

ment panels in their natural colors 

are offered to dealers as sales aids 

for use as direct-mail pieces, with 

brief, hand-written messages to sales 

prospects; or as promotional invoice 

and envelope stuffers. On the back 
of each card is a short description of 
the panel patterns. Alsynite Com- 

pany of America. 

For Details Circle 160 on INQUIRY CARD 

PERMA-GRIP LABELS 

This unique adhesive label clings 

tenaciously to metal, glass, wood, 

plastic, rubber-coated objects, and 

even rough or curved surfaces. Gold- 

en Perma-Grip Labels will not curl, 

peel, or scuff unless scraped with a 
sharp object. Provide durable identi- 
fication and longer shelf-life—Avery 
Label Company 

For Details Circle 159 on INQUIRY CARD 

COMING IN AUGUST .. . Special 
Retail Advertising Issue 
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Stoe Impnovememt 

BY NEW EQUIPMENT a 

COLOR DISPENSER features ease 
of operation, dependability, accuracy 
and low initial cost. Any sales person 

can mix custom paint colors.—Enter- 

prise Paint Mfg. Co. 

For Details Circle 100 on INQUIRY CARD 

“COIN-INSERT” is a device for sort- 

ing, counting, inserting and wrap- 

ping coins in seconds. Each channel 

holds number of coins required by 

banks.—The Bellerose Co. 
For Details Circle 101 on INQUIRY CARD 

PROTECTED CHECK WRITER costs 
only $23.95 and is accurate and easy 
to use. Slide check under feed con- 

trol, set dial and press lever.—Fay- 

mus Div., Bankers & Merchants, Inc. 

For Details Circle 102 on INQUIRY CARD 
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SALES REGISTER provides up to 18 
totals for sales information and cash 

and credit control. Register also 
figures change automatically. — The 
National Cash Register Co. 

For Details Circle 103 on INQUIRY CARD 

ELECTRIC TOWEL is budget priced, 
and inexpensive to operate and main- 

tain. Created specifically for small 

washrooms. Attractively finished.— 

Activeaire Devices, Inc. 
For Details Circle 104 on INQUIRY CARD 

: BLEND Ee 

ELECTRIC PAINT BLENDER fea- 
tures Amplex Trombolite, newest “vi- 
sion-aid” lighting to verify the ac- 
curacy of colors mixed. In variety of 

models.—Sapolin Paints, Inc. 

For Details Circle 105 on INQUIRY CARD 

LAMP MERCHANDISER for large, 
medium and small hardware stores is 
designed to display each of basic 63 
lamp types to produce faster lamp 
turnover.—General Electric 

For Details Circle 106 on INQUIRY CARD 

SELF-INKING PRICE MARKER for 
hardware stores simplifies price 
markings on all types, sizes and 
shapes of merchandise. Saves time 

and labor.—Garvey Corporation 
For Details Circle 107 on INQUIRY CARD 

GUMMED TAPE MACHINE features 
touch-button electric action. Handles 
mixed carton sizes rapidly.—Better 
Packages, Inc. 

For Detalls Circle 108 on INQUIRY CARD 

HARDWARE WORLD 
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KEM COLORMETER is a color-mix- 

ing machine designed to provide a 
wide range of custom colors in a va- 

riety of different types of paint. Fast, 
accurate, fool-proof and economical. 

The Sherwin-Williams Co. 

For Details Circle 109 on INQUIRY CARD 

TEN KEY PORTABLE ADDING 
MACHINE features direct subtrac- 

tion printed in red, credit totals and 

sub-totais printed in red, automatic 

“step-over” for very fast multiplica- 
tion.—R. C. Allen Business Machines, 

Inc. 

For Details Circle 110 on INQUIRY CARD 

ADDING-SUBTRACTING MACHINE 
made of aluminum provides styling 
and whisper - quiet operation. Has 

electrified total and sub total keys 

and many other features.—Victor 
Adding Machine Co. 

For Details Circle 111 on INQUIRY CARD 

JULY 1959 

“COUNTERWEIGHTER” is a 1000 
lb capacity lift truck, handles double 
faced pallets in addition to wire coils, 

tote pans, rolls, dies, jigs, carboys, 

ete. Only 22 overall width—Big Joe 
Manufacturing Company 

For Details Circle 112 on INQUIRY CARD 

RIDER-WALKIE TRACTOR attains 
speeds of 5.6 mph with an economic 
12 volt battery system. Dynamic 
braking is a standard feature on unit 
to speed order picking operations.— 

The Yale & Towne Mfg. Co. 

For Details Circle 112 on INQUIRY CARD 

HYDRAULIC LIFT TRUCK for use 
wherever large loads are stored or 

handled on pallets and skids. Truck 

is highly maneuverable in limited 
space areas.—JIndustrial Handling 
Equipment Co., Inc. 

For Details Circle 114 on INQUIRY CARD 

POTTED PLANT DISPLAY presents 
over 450 plants on reinforced plastic 

trays. Unit measures 30” by 60” and 

stands 5344” high. Trays are adjust- 
able vertically and have inside re- 
cesses for dividers—Reflector Hard- 

ware Corp. 

For Details Circle 115 on INQUIRY CARD 

MASONITE PANELOK for wall dis- 
play, uses hardboard panels 2’ wide 

and 8’ high. Metal lockstrips at each 

joint hold panels against wall and are 

used to fit Adjust-a-bilt fixtures in 

the opening of each joint. Panels 
come in four shades of walnut plus 

natural finish—Masonite Corp. 
For Details Circle 116 on INQUIRY CARD 

AUTOMATION FOR YOUR OFFICE 

An automatic writing-computing ma- 

chine operated by punched paper 

tape, tabulating cards, or both while 

producing a document at 100 words 

per minute is now available. Retailers 
will find Computyper Model CTS 

practical for everyday office use for 

invoicing, purchase order writing and 

data processing. It can also be 

coupled to a key punch so that tabu 
lating cards are automatically prv- 

duced. Other features include auto- 

matic starting and stopping to permit 

variable entries and can be used as an 
auxiliary adding machine. — Friden, 

Inc., San Leandro, Calif. 
For Details Circle 117 on INQUIRY CARD 

47 



~— 

Store Immpnrovemen: 

BY AIDS FROM WHOLESALERS YS 

ARIZONA 

PHOENIX 

THRIFTY WHOLESALE CORP. 
213 S. lith Ave. 
Display material, stock inventory cards 
personal sales help. 

WESTERN HARDWARE COMPANY 
2005 W. Osborn Rd. 
Illustrated Catalog & Price 300k, 
weekly rhythm buying control & check 
list, stock control, area product infor- 
mation meetings, weekly newspaper 
advertising, quarterly circular promo- 
tions 

CALIFORNIA 

LOS ANGELES 

BUDROW & COMPANY 

3161 EK. Washington Blvd. 
Finance Plan, dealer educational meet- 
ings, advertising service. 

CAPEL KLANG OF SOUTHERN 

CALIFORNIA 
739 Koehler. 
Set up displays for dealers’ open houses 
& shows. 

HARPER & REYNOLDS 
CORPORATION 
2425 Malt Avenue 
Season advertising brochures 
Mobile display wagon 

HARR COMPANY 
is614 S. Western Ave. 
Catalog, price sheets, packaging, mer- 
chandisers, 

HOFFMAN HARDWARE COMPANY 
6625 East Washington Boulevard. 
New removable-section catalog; adver- 
tising brochures; sporting goods mo- 
bile showroom 

UNION HARDWARE & METAL 

COMPANY 
5555 Merguson Drive. 
(P, 0. Box 3070 Terminal Aanex) 
Store arrangement service (layout, fix 
tures, merchandising, etc.), advertis- 
ing brochures (Spring and Christmas), 
and power tool instruction class. 

SACRAMENTO 

THE THOMSON-DIGGS COMPANY 
1801 Second Street 
Store Modernization, Mobile Showroom. 

SAN DIEGO 

WILSON F. CLARK CO. 

500 L Street 
Store layout, blueprinting and installa- 
tion (new or remodeling). 

WESTERN METAL SUPPLY CO. 

215 7th Street. 
Annual Spring Fair for retail dealers. 

SAN FRANCISCO 

BAKER & HAMILTON 
700 Brannan St. 
Store modernization layout fixtures, 

model store, catalog pricing service 
Housewares Show, bi-monthly tool 
demonstration, Christmas and Spring 
circulars. 

CALIFORNIA PEST CONTROL 
1000 Mariposa St. 

Dealer Catalog. 

HM. V. CARTER CO., INC. 
52 Beale. 

Complete repair parts department for 
equipment sold. Advertising material 
such as literature, ad mats, coopera- 
tive advertising allowances as supplied 
by factories. 

DUNHAM, CARRIGAN & HAYDEN CO, 
2 Kansas. 
Store lay-out service 

GAREHIME CORPORATION 

150-454 Townsend Street. 
Two men for store modernization 

NUSBAUM WHOLESALE HARDWARE 

S71 Folsom St. 
Spring and fall dealer open house fairs 
Power tool catalog to aid dealers in 

selling all popular brands in electrical 
tools. 

R & H WHOLESALE HARDWARE CO. 
156 Sth Street. 
Offers 98¢ tool bargain counter for re- 
tail hardware stores. 

SELLERS BROS, & COMPANY 

177 Fremont Street. 
Seasonal advertising brochures 
Basic stock lists, inventory control sys- 
tem—Profitmaker Program. 

J. B. SHERR COMPANY 

466 Sth Street. 

Annual fall dealers’ promotional cata- 
log, “Good Housekeepers.” Spring Tab- 
loid. 

SLOSS & BRITTAIN 
100 Potrero. 

Promotional booklets for dealer use 
for Hardware Week and Christmas. 

SANTA FE SPRINGS 

SOUTHWEST HARDWARE COMPANY 
13827 South Carmenita Road. 
Two merchandise shows, three dealer 
circular promotions, dealer helps in 
newspapers. 

COLORADO 

DENVER 

BANNER HARDWARE 

DISTRIBUTING COMPANY 
1431 15th Street, 

1. “Item of the Month” program. 2. 
Ad mat & promotional material ser- 
vice. 3. Co-op advertising program. 
4. Fall catalog for dealers. 

INTER-MOUNTAIN HARDWARE, INC. 
East 42nd Ave. & St. Paul St. 
Dealers’ Open House. 

ALLIED WESTERN DISTRIBUTORS, 

INC, 

555 Howard Street. 
Dealers’ catalogs, “Gadgetland” and 
“Gifts 'n’ Gadgets.” Tabloid, “Gadget- 
fare.” Newspaper advertising mats. 
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PUEBLO 

HOLMES HARDWARE COMPANY 
B and South Union. 
Catalog pricing service. 

IDAHO 

LEWISTON 

ERB HARDWARE COMPANY 
Sth & D Streets. 
Catalog & price service, warehouse 
stock sheets. 

MONTANA 

BILLINGS 

BILLINGS HARDWARE COMPANY 
510 North Broadway. 
Broadsides and merchandising plans. 

WINTER HARDWARE COMPANY 
4102 First Avenue South. 
Catalog pricing service. 

MISSOULA 

MISSOULA MERCANTILE COMPANY 
1600 Harker. 
Catalog pricing service. 

NEVADA 

RENO 

ACME SUPPLY COMPANY 
240 Vine Street. 
Engineering service. 

NEW MEXICO 

ALBUQUERQUE 

CHAS, ILFELD CO. 
210 North First Street. : 
Broadside for dealer use, three times 

yearly. 

ZORK HARDWARE COMPANY OF 
NEW MEXICO 
1414 Twelfth Street, N. W. 
Seasonal advertising brochures (Spring, 
Fall and Christmas). 

OREGON 

BAKER 

BASCHE-SAGE HARDWARE CoO. 
2101 Main Street. 
Advertising material available for 
Hardware Week, Xmas, and _ other 
special events. Catalog pricing service. 

PORTLAND 

NORTHERN WHOLESALE 
HARDWARE 
805 N.W. Glisan Street. 
Store modernization program, model 
store, seasonal advertising brochures, 
window trim price cards, home town 
hardware store identification. Catalog 
pricing service, weekly bulletin, stores 
accounting service, stock control. 

M. SELLER COMPANY 
122 S. W. Fifth Avenue. 
Seasonal advertising brochures, news- 
paper ad promotions, demonstrations. 

HARDWARE WORLD 



TEXAS 

EL PASO 

MOMSEN DUNNEGAN RYAN CO. 
800 E. Overland, 
Seasonal promotions, stock control, 
store planning & fixtures, semi- 
monthly dealer information report. 

UTAH 

fixtures, merchandising); seasonal ad- 
vertising booklets; sporting goods mo- 
bile showroom, priced catalog service; 
“Item of the Month.” 

ZCMI WHOLESALE DISTRIBUTORS 

1665 Bennet Road, 
Seasonal advertising brochures, 
log pricing service. 

cata- 

WASHINGTON 

SEATTLE 

OGDEN 

GEORGE A. LOWE Co. 
101-21st St. 
Dealer broadside four times per year 
in conjunction with Myers Merchandis- 
ing Gro pup. 

SALT LAKE CITY 

THE SALT LAKE HARDWARE Co. 

1065 North Third West. 
Store modernization program (layout, 

NORTHWEST BUILDERS 
HARDWARE, INC. 

1120 W. Ewing St. 
Products & sales meetings held in deal- 
er’s place of business. 

POLSON IMPLEMENT CO. 
625 Lander St. 
Equipment demonstrations, repair shop, 
part stock for lines handled. 

SCHW ~~ ACHER HARDWARE 
COMPA 
401 First. Avenue South. 
Ad mats, demonstrations 

M. SELLER COMPANY 
500 Westlake, North. 
Branch Sales Office (see Portland). 
Seasonal advertising brochures, new 
paper ad promotions, demonstrations. 

SPOKANE 

MANSUR MATERIALS, INC, 
N. 809 Helena St. 
Displays, dealer meetings, advertising 

WALLA WALLA 

AMERY & SONS, INC. 
1011-1017 N. Ninth St. 
Dealer catalog and manufacturer's 
sales aids, field work for dealers, “prod- 
uct knowledge” sales meeting for deal- 
ers. 

WYOMING 

CASPER 

WYOMING HARDWARE 

628 W. Yellowstone. 
Traveling display trailer. 

COMPANY 

Lights Blink—Garden Items Move 

OR Gil Neeley, owner of The 

Clairemont Square Hardware 
& Paint Store in San Diego, 
California, an arrangement of 
blinking lights served to focus 
customers’ attention on a rear- 
of-the-store display of garden 
supplies. The result was a boost 
in sales for this line. 

As Neeley puts it, ‘““Merchan- 
dise has to be on the floor for it 
to sell. I noticed that certain 
parts of my store held greater 
sales potential than others. The 
rear portion wasn’t getting the 
play I felt it should so I decided 
something was needed to direct 

FERTILIZER 
4 GARDEN 

SUPPLIES, 

ATTENTION is focused on the rear- 
of-the-store garden supplies display 

through the use of the above blinking 

lights. 

JULY 1959 

customer attention to this area.” 
Neeley found the answer in a 

simple arrangement of four 
lights which blink intermittent- 
ly. 

Into a four unit bulb holder 
made by mazda, the hardware 
dealer placed a yellow, red, blue, 
and white bulb. Fitted over the 
unit is a piece of cardboard 
painted black, and in the center 
on contrasting white, three 
words: Hardware-Paint-Glass. 
Attached to this is a large 
printed sign reading: cement, 
fertilizer, garden supplies. With 
this simple set-up Neeley in- 
creased customer traffic in the 
rear of his store many fold. 

“There’s something about 
those intermittently flashing 
bulbs that excite a person’s 
curiosity,” Neeley points out. 
“Customers can’t figure out why 
they are there.” 

Actually, it’s this element of 
mystery that prompts the puz- 
zled man or woman to ask, 
“What are those colored lights 
in the back of the store? Are 
they there for some reason?” 
Neeley is quick to reply, point- 
ing toward the large sign below 
the bulbs, “Why sir, that’s the 
department where we carry 

cement, fertilizer, and a large 
selection of garden tools. I’m 
sure I carry everything you 
need.” 

Neeley claims this inexpensive 
idea has enabled him to effec- 
tively utilize more store space 

for display since it succeeds in 
drawing customers into all cor- 
ners. 

Approximately 10 questions a 
day from curious customers 
about those lights gives me a 
fine opportunity to lead into a 
little sales pitch,” explains 
Neeley. It’s an opportunity that 
Gil Neeley capitalizes on and 
uses to make those extra sales. 
Extra sales that might have got- 
ten away simply because the 
customer didn’t think to walk to 
the back of the store. 

Homeowner-Handyman 
Fair Traffic Builder 
BOISE, IDA.—Appeal to the 

women and the children, and 
you automatically get the men. 

That was the thinking be- 
hind the recent successful 
“Homeowner and Handyman” 
fair sponsored by the Boise 
Payette Building Center here. 

To attract entire families 
during the event, the firm of- 
fered free coffee and cake at 
special stands in the store... 
also, each lady visiting the 
store received an orchid, all the 
youngsters were given bright 
balloons and one and all were 
given all the free soda pop they 
could drink. 

During the fair, the store 
featured special homeowners 
do-it-yourself merchandise 
such as small power tools and 
wire fencing. 

A store spokesman said the 
event attracted one of the larg- 
est crowds in the firm’s history. 
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Store Impnovememt 

STAR SELFDRIL SHIELDS CAT- 
ALOG issued by Star Expansion In- 
dustries Corporation is a four-page 
booklet giving complete installation 

data for setting by hand or with air 
or electric impact hammers. Applica- 
tion drawings and descriptions show 
the versatility and wide application 
of Selfdril Shields. Specifications 
page contains all needed data for the 

chuck end, flush end, rod hanger and 

tie wire Selfdril types as well as drill 
chucks designed to fit all makes and 

models of air or electric impact ham- 
mers and handrivers for hand set- 
tings. 

For Details Circle 235 on INQUIRY CARD 

HI-QUALITY electrical and me- 

chanical products catalog issued by 
Holub Industries, Inc., describes and 
illustrates the company’s anchors, 
screws, toggles, masonry drills, wire 

connectors, straps and clamps, wiring 

tools, snap-straps, drive-straps, and 

fuse specialties and testers. Specifica- 

tions and features of all products are 

also included. 
For Details Circle 236 on INQUIRY CARD 

DRAGON-SKIN CATALOG PAGE 
issued by Red Devil Tools describes 

and illustrates a full line of sizes and 

merchandising aids for Dragon-Skin, 

flexible steel sandpaper. Correspond- 

ing merchandising displays are also 

described. 

For Details Circle 237 on INQUIRY CARD 

BACKGROUNDS FOR BEAUTY 
paint brochure issued by the Old Col- 
ony Paint and Chemical Company in- 

cludes a total of 60 color chips of Old 

Colony decorator colors for interior 

walls and woodwork that are odorless 

and scrubbable. 

For Details Circle 238 on INQUIRY CARD 

BUYING GUIDE listing 14 port- 
able electric tools plus a list of acces- 
sories for the homecraftsman and 

professional builder describes and 
illustrates each model. Guide is issued 
by the Porter-Cable Machine Com- 

pany. 
For Details Circle 239 on INQUIRY CARD 

PAINT BRUSH CATALOG issued 

by Bentzinger Bros., Inc., describes 
the company’s complete line including 
the addition of eight new numbers. 

For Details Circle 240 on INQUIRY CARD 

BY LITERATURE ON SERVICE & SYSTEMS 

“WALKIE OR RIDER TRUCKS” 
is the title of this eight-page bro- 

chure issued by the Automatic Trans- 

portation Company which gives the 

pros and cons for both the walkie and 
rider-type industrial trucks and how 
they are used in industry. Advan- 
tages and applications for both types 
of trucks are outlined, along with a 

convenient check list giving facts to 

consider when analyzing truck re- 

quirements. 

For Details Circle 241 on INQUIRY CARD 

‘‘AMERICA BUILDS BETTER 
AND LIVES BETTER WITH STAN- 
LEY” is the title of this 20-page book- 
let issued by The Stanley Works. 

Booklet is sectionalized into subtitles 
“Where People Live,” “Where People 

Build,” ‘‘Where People Work,”’ 

“Where People Buy,” and “Where 

People Play.” Also included is a com- 

plete list of all Stanley products. 

For Details Circle 242 on INQUIRY CARD 

JUNIOR WHIRLWIND multi-pur- 
pose floor maintenance machine 
catalog sheet issued by Holt Manu- 

facturing Co., describes and _illus- 

trates the operation and features of 

the machine which is designed for 

both own use or rental trade. Sheet 
also shows six attachments which in- 
crease usefulness and rental opportu- 

nities. 
For Details Circle 243 on INQUIRY CARD 

FOR THAT HIGH FASHION LOOK 

BUILDERS’ HARDWARE manufac- 
turer goes high fashion with a new 

brochure utilizing full color process 

for the Westlock line of residential 

locksets, trim and cabinet hardware. 
Issued by Western Lock Manufactur- 
ing Company, this 84%” x 11” bro- 
chure incorporates in color all of the 

models of the Westlock 800 Series 

Sunray De Luxe, 700 Series Concave 
and 600 Series Classic. 

For Details Circle 244 on INQUIRY CARD 

COLOR CATALOG issued by Plas- 
ti-Kote, Inc., is an eight-page full 

color catalog that covers the com- 
pany’s wide range of aerosol products, 
including spray paint lacquers, enam- 
els, stains, car colors, hammer finish, 

plastic spray and marine lacquer. In 
addition, Plasti-Kote’s counter and 
floor merchandising displays are in- 

cluded in the catalog. Each page 
features color illustrations of the 
company’s products, plus complete in- 
formation and end use drawings. A 

full page is devoted to color samples. 
For Details Circle 245 on INQUIRY CARD 

IBM SERIES/50 FOR RETAIL 
ACCOUNTS RECEIVABLE is a 
small folder which discusses the fea- 

tures of the IBM Series/50 and IBM 
Collator for handling retail store bill- 
ing. The folder explains and illus- 
trates the different forms that can be 
used with the equipment. 

For Details Circle 246 on INQUIRY CARD 

HOW TO PAINT NEW PLASTER 
successfully is described in a booklet 
prepared by the National Paint, Var- 
nish and Lacquer Association. Book- 
let describes the two basic steps in 
painting new plaster and explains in 

detail what is involved in the proper 
methods and techniques. 

For Details Circle 247 on INQUIRY CARD 

SPECIAL THREADED STEEL 
NAILS, four-page brochure issued by 
the Nichols Wire & Aluminum Co., 
describes and illustrates the com- 

pany’s screw grip and ring grip nails 
pointing out the features of each and 

its applications. 
For Details Circle 248 on INQUIRY CARD 

“A STEP AHEAD IN POWER 
MOWERS?” is the title of this bro- 
chure issued by the Propulsion En- 
gine Corporation. Brochure describes 
and illustrates in color the company’s 
eight power mower models along with 
specifications and features. 

For Details Circle 249 on INQUIRY CARD 

MEDIUM-HEAVY SWIVEL CAST- 
ERS are described and illustrated in 
this four-page folder issued by Fault- 
less Caster Corporation. Folder 
points out design features which in- 
clude two full rows of hardened ball 
bearings in lubricated raceways. 

For Details Circle 250 on INQUIRY CARD 
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POCKET-SIZE SLIDE RULE that 
analyzes clock radio inventories, pur- 
chases and sales is offered by the 
Telechron Timer Division of the Gen- 
eral Electric Company provides im- 
mediate unit analysis of monthly fig- 
ures by price lines for inventory, 

sales and purchases for six different 
annual clock radio sales volumes 
ranging from $2,500 to $50,000. The 

rule limits inventories to a good busi- 

ness level and measures what to buy 
and when to buy it to obtain maxi- 
mum sales potential. 

For Details Circle 251 on INQUIRY CARD 

LUSTRO-WARE PLASTIC 
HOUSEWARES CATALOG issued by 
Columbus Plastic Products, Inc., de- 

scribes and illustrates in full color 
throughout all 16 pages each Lustro- 
Ware product including specifications, 
colors, ete. An interesting and time- 
saving feature is the grouping of 
merchandise into specific use classifi- 
cations for quick reference. 

For Details Circle 252 on INQUIRY CARD 

“DIMENSIONAL STANDARDS 
FOR SEMI-TUBULAR RIVETS”, an 
industrial guide published by the Tu- 
bular and Split Rivet Council, is de- 
signed to facilitate the work of indus- 
trial rivet users. Guide includes an 
easy-to-read chart form covering body 

and head diameters, head thicknesses 
and radii, and hole diameter and 
depth figures. 

For Details Circle 253 on INQUIRY CARD 

“MAJORJET” WATER SYSTEMS 
BULLETIN issued by The Deming 
Company describes and illustrates in 
four pages the firm’s self-priming, 
electric-motor-driven, shallow well 

pump. Bulletin gives data on the mo- 

tor, impeller, diffuser, pump shaft, 
ejector, pressure switch and relief 

port. Capacity ratings, dimensions 

and performance information are 
given on the back page of the bulletin. 

For Details Circle 254 on INQUIRY CARD 

“QUESTIONS AND ANSWERS 
about Rigid plastic pipe made of ABS 
plastics” is the title of this folder is- 
sued by Marbon Chemical Division, 
Borg Warner. Written to provide ba- 

sic performance and installation facts, 
the folder lists benefits offered by 
ABS pipe when used in oil fields, ir- 

rigation and sprinkler systems, mu- 
nicipal water systems, gas utility ap- 

plications, industrial process piping 
and rural installations. 

For Details Circle 255 on INQUIRY CARD 

TILE-TEX ALL-PRODUCTS CAT- 
ALOG issued by The Flintkote Com- 
pany is a 16-page booklet featuring 
the various TileTex floorings in true 
color and patterns—with a unique se- 

lection table to help determine the 
right tile for various sub-floors. The 

diversified line of adhesives, waxes, 
cleaners and underlayments are also 

outlined in the booklet. 
For Details Circle 256 on INQUIRY CARD 
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“PLASTIC FILM—CORRECT USE 
AND MISUSE—vwith helpful hints to 
parents,” is the title of this pamphlet 
issued by the American Academy of 
Pediatrics, the American Academy of 

General Practice, the National Insti- 

tute of Drycleaning, the National 
Safety Council, and the Public Health 
Service of the Department of Health, 

Education and Welfare. Pamphlet in- 
forms parents about the proper use 
and misuse of plastic film coverings 
and plastic bags which have been re- 

ported to cause infant’s deaths by 
suffocation. 

For Details Circle 257 on INQUIRY CARD 

REFINISHING GUIDE issued by 
the Wilson-Imperial Company de- 
scribes the latest and best methods 
for removing paint and other finishes 
from woodwork, furniture, trim, 

floors, stairs, etc. Also shows how to 
prepare the surface and repair dam- 
aged areas before refinishing, and 
suggests the right type of finish to 
use. Dealer cost is 12% cents a copy, 

for resale to the public at 25 cents. 

For Details Circle 258 on INQUIRY CARD 

IBM SERIES/50 FOR RETAIL 

MERCHANDISE CONTROL is a 

folder which describes the IBM series 

50 equipment which can be used for 
stock control. Folder also shows dif- 

ferent forms that can be used with 

this equipment. 

For Details Circle 259 on INQUIRY CARD 

TOOL CATALOG issued by The 
Vichek Tool Company is a 40-page 
catalog which describes and _illus- 

trates the company’s complete line of 
tools including those recommended in 

the Turnover Handbook produced by 

the National Retail Hardware Associ- 
ation which are indicated by a yellow 
background for easy reference. The 

various tools illustrated in this man- 
ner are designed to constitute an 

ideal inventory for the average retail 
hardware dealer as basic stock. 

For Details Circle 260 on INQUIRY CARD 

THINLITE SYSTEM, a complete 
American Institute of Architects File, 
issued by Owens-Illinois, describes 

and illustrates materials used in 
building construction using curtain 

walls. Included are component parts 
sheets on Thinlite glass panels and 

accessories, standard erection accesso- 

ries, special accessories, descriptions, 

specifications and applications. Also 

included are charts, drawings, dia- 

grams and charts which impart plan- 

ning ideas. 

For Details Circle 261 on INQUIRY CARD 

ALUMINUM NAILS, four-page 
brochure issued by Nichols Wire & 
Aluminum Co., describes and _ illus- 
trates the company’s complete line of 

aluminum nails including applications 
and packing data. 

For Details Circle 262 on INQUIRY CARD 

PUMP CATALOG, issued by The 
F. E. Myers & Bro. Co., is a 12-page 

booklet that helps simplify pump se- 
lection by sectionalizing all basic 

pump information on facing pages. 

The full color catalog presents basic 
sales information on a complete jet 
pump line, plus complete selection in- 
formation on both complete pumps 
and accessories. A unique feature of 
the catalog is the use of a color cod- 

ing system to assist the dealer in se- 
lecting the right pump and ejector 
package at a glance. 

For Details Circle 263 on INQUIRY CARD 

SPECIFICATION SHEETS for die 
cast washer base cap nuts issued by 

Gries Reproducer Corporation cover 
two types of die cast cap nuts: 
washer base cap nuts with closed ends 

and open end washer cap nuts. Speci- 
fications give complete details on 
blank sizes, thread sizes, principal 
dimensions and approximate shipping 

weights. 
For Details Circle 264 on INQUIRY CARD 

SAN MARINO SERIES LIGHT- 
ING FIXTURES CATALOG issued by 
Thomas Industries Inc., is an eight- 

page catalog describing and illustrat- 
ing in color residential, commercial 
and industrial lighting fixtures fea- 

turing the Thunderbird, Trumpeteer, 
Tea Garden, La Jolla, Tahiti, San 

Fernando, San Simeon and Bent Glass 
designs. 

For Details Circle 265 on INQUIRY CARD 

PUMP CATALOG issued by Kenco 
Pump Division, The American Cru- 
cible Products Co., features detailed 

illustrations of several pump instal- 
lations in addition to full-color pre- 

sentation of its complete line of do- 

mestic and industrial submersible 
pumps. This eight-page catalog lists 
physical dimensions, pumping capac- 

ities, electrical data and specific fea- 
tures for each Kenco pump as well 
as engineer’s specification forms as 
handy guides for specifying each 

pump. 
For Details Circle 266 on INQUIRY CARD 

“IT’S IN THE CARDS,” a small 
booklet designed particularly for re- 

tailers by International Businesss Ma- 
chines. The booklet shows the types 

of forms that can be used on the 
equipment. For the buyer it helps him 

to know what’s selling and what is 

not selling. For the controller it gives 
economy and balanced billing through 
proven audit and receivable systems. 

For Details Circle 267 on INQUIRY CARD 

SOCKET WRENCHES and other 
tools are described and illustrated in 

this 24-page catalog issued by the 
Wright Tool and Forge Co. Covered 

are complete sets, a complete selec- 
tion of loose sockets and handles from 

44” through 1” drive including power 

sockets and sets, and stud remover 

and wheel puller. 
For Details Circle 268 on INQUIRY CARD 



PANEL DISCUSSION started with Rob- 

Skeels “far left” and continued on 

to the right with Gary Childs, William 

S. Hasswell, sect., NBHA, and modera- 

tor; Frank D. Chown, and J. C. Carroll, 

ert 

pres. of NBHA. 

RECORD 

CONFERENCE 

HELD AT 

YOSEMITE 

BOUT 350 persons attended 
the Western Builders Hard- 

ware Conference at Yosemite, 

May 17-20. This was the largest 
number on record since the con- 

ferences were begun. 

The San Francisco members 
of the American Society of 
Architectural Hardware Con- 
sultants sponsored the event. 

HONORARY MEMBERSHIP 

Childs (left) and John R. Schoemer 

(right), retiring director of the 

NBHA. Presentations were 

by Robert A. Wesche 

ASAHC president. 

ANNOUNCEMENTS made were 

Lewis, Yale & Towne and general conference 

Robert 
Schlage Lock Co. and Richard Jones, sales di- 
rector of House & Home magazine, look on. 

chairman, while moderator 

Verne Lewis of Yale & Towne 
was general conference chair- 

man. The group was welcomed 
by R. S. Logan, O’Neill & Logan, 
San Rafael, Calif. Mr. Logan is 

chairman of the San Francisco 
chapter of the Society. 

Most of the speakers were 
optimistic about building in the 
West, particularly in construc- 

but- 
tons were presented to Lucien A. 

made 

(center), 

GOLF TOURNAMENT WINNERS 
of trophies were: Jack Herman, 

L. A. (third from left), for low 

gross; next man to the right is 

Duane Lyle for low net; far right 
is Lowell O’Connor, hole-in-one win- 

ner. 

WELCOME ADDRESS was 

made by R. S. Logan, chair- 

man of the San Francisco 
chapter of the society who 
also emcee’d the banquet. 

Verne 

Murch, 

tion of non-residential buildings. 
The business sessions were 

held in the mornings of May 18 
and 19. Other activities included 
a golf tournament, fashion show 
given by some of the wives of 

the sponsors, a Western party 
and the annual banquet. 

Next year’s Conference will 
be held in Portland in May. 

WEDDING ANNIVERSARY eele- 
brated by Mr. and Mrs. L. C. Booth 

(left). 

HARDWARE HAT CONTEST was 
won by three women and one man. 

FASHION SHOW models were wives 

of No. Calif. members. 
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rn Builders Hardware 
Conference gave the participants a chance to act like 

oldtime characters of the West, such as gamblers, cow- 

boys, hold-up men, indians, cattle rustlers, ete. 

WESTERN HOUSEWARES GOLF TOURNEY BREAKS RECORDS 
SAN FRANCISCO POT & KETTLE 

CLUB sponsored their annual Western 

Housewares Golf Tournament at Diablo 

Country Club on June 9. Winners of golf 

and other trophies are: (Ist Row L. to 

R.), Robert McCarty, special award; 

Charles Poetzl, flight winner; Robert 

Huxtable, winner of low gross and the 

Fred C. Wood perpetual trophy; Calvin 

Lewis, flight; (Middle Row) Tom Pay- 

ton, flight; Fran Showalter, low net; 

Robert Davis, flight; (Top Row) Ernie 

Happoldt, tennis trophy, Gene Tarnow- 

sky, flight; John Maltby, flight; J. 

Mooney (guest), flight; and Richard 

Lorenzen, flight. In photo at right John Maltby (left) 

who served as chairman of the tournament and as master 
of ceremonies presented two awards to the grand winner 

Robert Huxtable who won low gross and the Fred C. 

Wood award. Niles Herron (not shown) was chairman 

of the annual golf dinner. 

PACE HOLDS SECOND SHOW 
Pace Sales Company in Sunnyvale, California held its 

2nd Annual hardware show on Sunday June 7 from 2:00 

to 9:00 p.m. About 550 hardware dealers and their families 

attended, according to Frank Pace, owner. 

o. 

FRANK PACE at left looks at 
registration procedures 

NORTHWEST STEEL 
Cans form big background is fully explained. 

JULY 1959 

WELLER Sabre Saw and AMERICAN ss steel wool 

Sander get thorough inspection packages get good display 

RED DEVIL floor polisher 

Exhibit booths were manned by 36 factory representa- 
tives. Many new items were presented at the show and 
the dealers response to these new items was greater 

than anticipated. 
There was a buffet with a large variety of food avail- 

able all day long. There were also four door prizes for 
the dealers. 

STEEL PROD- 
handles display 

rte A * sd 

DISSTON offered tape rule BUFFET gets workout 

as a special prize. all day long 
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Morse Hardware is Seventy-Five 

Bellingham Wholesale Firm Celebrates 

Diamond Anniversary With Its Third 

President 

N April, Morse Hardware of 
Bellingham, Washington, cele- 

brated its 75th anniversary. 
It started in 1884 as a retail 

hardware firm. About the time 
of World War I it went through 
a transition into Wholesale and 
now does 95 per cent of its busi- 
ness in wholesale. The firm is 
now under the management of 
David C. Morse, president. The 
firm was founded by his father, 
ht. I. Morse. David Morse took 
over the firm at the death of his 
stepbrother, Cecil, last year. 

Early in April, the firm held 
an open house for friends and 
customers. The store had win- 
dow displays that heralded the 
growth and change comparable 

to that of the trading area. In 
a meeting room on the second 

floor, visitors saw the passing 
years in pictures which were 

ue %.. a: 5,8 

hung on the walls. On April 3 
an anniversary dinner was held 
for the 80 employees and of- 
ficers of the company. 

The new president is 45 years 
old and went to work for the 
firm in 1934. While continuing 
to work, he took extension 
courses from the University of 
Washington and attended the 
university where he obtained his 
degree. He started in the firm 
as an order clerk and gradually 
stepped up the ladder, in the 
traditional wholesale hardware 
manner. He served in the Navy 
for two years, then returned to 

the firm in the purchasing de- 
partment, and was named vice- 
president. In 1950 he initiated 

a new type of wholesale-hard- 
ware catalog which is distrib- 
uted to more than 100 dealers in 
the Northwest. 

al. e. 
\ 

OUTSIDE SALESMEN of Morse Hardware, Wholesale Division (Left to 

right, showing year first employed): Richard S. Clark—1936; L. W. Christo- 

pher—1904; Harry G. Hoffman—1954; Kenneth W. Kackley—1928; Walter N. 

Sorenson—1946; Arthur B. Winter—1917; Howard D. Boyer—1953; Charles 
W. Waugaman—1939. 
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David C. 
Morse, 

Pres. & 

mer. 

Conrad E. 
Barker, 

VP. & 

sales mgr. 

His program is to continue 
the firm as a service organiza- 
tion. He stated, ‘““‘We’re a ser- 
vice organization first. If we 
ever lose sight of this, we might 
as well close our doors.” 

The vice president and trea- 
surer of the firm is Conrad E. 
Barker, who came to Bellingham 
in 1927 when he was 30 years 
old. He came to take over the 
credit department. Subsequent- 
ly he became sales manager of 

the firm. 
Robert I. Morse founded the 

organization on March 1, 1884. 
Prior to that he was in the paint 

business in San Francisco. 

Early records show that the 
firm, catering to some of the 
more adventurous activities of 
the day, stocked dog team sup- 
plies for Alaska and equipment 
for Ox Teams in the Big Woods. 
Trapper supplies such as guns, 
ammunition, and traps were 
stocked, and furs and hides were 
taken in trade. This phase of the 
operation has been reduced to 
old records and memories of the 
past. 

Cecil Morse, who was the sec- 
ond president of the organiza- 
tion and son of the founder, 
worked in his spare time in the 
various departments and upon 

finishing school in 1901 entered 
the business while taking night 
courses in business administra- 
tion and drafting. He became 
vice president of the firm in 
1908. R. I. Morse died in 1920 

(Continued on Page 56) 
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Show Record Foreseen 

LOS ANGELES — The California 
Gift Show is geared for record at- 

tendance when it opens a five-day run 
July 26 here in the Biltmore Hotel. 
Show chairman, George C. Good, 
pointed to favorable Spring-Summer 

sales figures throughout the nation as 

the basis for predicting a large show 

attendance. 
All previous records were toppled 

last January when 8143 buyers from 
department, gift, hardware, jewelry, 

florist, drug, stationery, toy, furni- 

ture, variety stores and decorators 

came into the Los Angeles market. 
Good pointed out that in January, 

1960, the California Show will be cel- 
ebrating its golden anniversary. 

Mid-American Garden 

Show October 8-10 

How to make buying easy. . . se- 
cure high-value, fast-selling items... 

decrease inventory dollars and in- 
crease turnover for added profits, will 
be the objective of The Mid-America 
Lawn, Garden and Outdoor Living 

Trade Show to be presented October 
8-10 at the International Amphi- 
theatre, Chicago, according to Frank 

M. Yeager, show director. 

The new central states exposition 
will feature premiere showings of the 
trade’s products by hundreds of big 

name manufacturers. 

Warren Names Sales Rep 

The H. M. Pforsich Co. has been 
named Western sales representative 
for Warren Tool Corporation, War- 

ren, Ohio. Pforsich Co. will represent 

Warren-Teed’s line of heavy forged 
hand tools to hardware wholesalers 

and industrial supply distributors in 
Washington, Oregon, California, Ari- 

zona, Colorado, Utah, Idaho, Wyom- 

ing, Montana, New Mexico, Nevada 

and El Paso, Texas. 

DISPLAY SHOWN AT MEETING 

AT RECENT SALES MEETING, 
Walter E. Orcutt of San Francisco, 
left, is shown the new merchandising 

display by W. Heyward Smith, ex- 
ecutive vice-president of the Slay- 
maker Lock Company, Lancaster, Pa. 

Orcutt represents this firm’s exten- 

sive line of brass padlocks in the 

Western States. 

JULY 1959 

NRHA Sales Promotion 

The National Retail Hardware As- | 
sociation will coordinate a fully in- 

tegrated national sales promotion 
campaign mapped out by eight lead- 
ing manufacturers of branded, non- 
electric housewares. 

Labeled “Housewares Festival,” the 

promotion will capitalize on the ex- 
panding housewares sales activity in 
independent retail hardware stores 

across the nation. 

Goldblatt Distributor 

LOS ANGELES — Burdow & Co., 

Inc., wholesale hardware jobbers here, 

have been appointed exclusive South- 

ern California distributor for the 

yoldblatt Tool Company, Kansas City, 

Mo. The 20-man Burdow sales force 

will call on more than 1500 hardware 

dealers during the next few months. 

H&M Change Location 

SALT LAKE CITY, Utah—Hugh- 
son & Merton, manufacturers’ repre- 

sentatives with headquarters in San 
Francisco, announced the change in 

address of their office here. The new 

address is J. L. Barlow, 412 Crandall 
Building, 10 West First South, Salt 

Lake City 1, Utah. The telephone 
number remains the same—EM 3-5456. 

“these displays will boost your sales of | 
& e | 

GRADY WEDGES 
Transparent plastic container displays 
full assortment of most-needed sizes. | 

AS DISPLAY Helps you boost | 

Attractive two-color 
card contains complete 
home assortment of five dif- 
ferent wedges in plastic bag. 
12 units to a display card. 

WEDGE DISPLAY 
CARD 

Combination 
display card is 
die-cut to hold 
Nos. 5 and 10 
wedges for fast 

service and impulse sales, Contains 36 
No. 5 and 24 No. 10 wedges. Also 
available: No. 5 card—36 No. 5’s, No. 
10 card—-24 No. 10's, 

For Details Circle 15 on INQUIRY CARD 

ARCTIC BOY 
portable water coolers 

COLD WATER 
is a HOT item! 
If it’s not cold, it’s not drinking 
water! That’s your big selling point in 
ARCTIC BOY portable water coolers 
... they keep water refreshingly cold 
and sparkling clear. Here’s why: 

Inset of HOT DIPPED galvanized or 
stainless steel 

Sparkleen plastic liner is non-toxic, 
prevents corrosion 

Large opening—easy to ice and clean 

Extra large insulation space 

Popular 2, 3, 5, 10 and 15 gallon 
sizes 

Send for free booklet “Care and Use 
of Your Cooler.”’ Write Dept. No. H-26. 

" SCHLUETER MFG. CO. 

For Details Circle 16 on INQUIRY CARD 



UP FRONT CIGARETTE DEPARTMENT BUILDS TRAFFIC 
Fas =~ 

~ oe 

PROVEN TRAFFIC-BUILDER at Kerm Rima Hardware, Costa Mesa, Calif., 
is this up front cigarette department. Located near the front register and 
adjacent to the home needs section, the department is for carton sales only. 

ROADSIDE SIGN HARDWARE MERCHANDISE REMINDER 

PICK’S LUMBER-HARDWARE 700 FEET WEST, painted in bright colors, 
serves as a reminder to motorists in West Covina, Calif. where to buy their 

hardware needs. The sign has been so successful that another one is planned 
for traffic coming from the opposite direction. 

Morse Hardware 

(Continued from Page 54) 

and Cecil became president and 
manager, a post he held until his 

death in the fall of 1958. 

Charles Morse, a brother, was 
vice president until his death a 
few years ago. He supervised 
the Alaskan Trade which job 
was taken over by David until 
he became president. 

In the early days the company 
catered rather heavily to the 
mining, logging and lumbering 
concerns. However, since then 
many other industries have 
grown to large proportions in 
the Bellingham trading area. 
Salmon canneries, lumber, pulp 
and paper mills, agriculture, 
dairying, poultry and oil refin- 
eries are some of the important 
industries affecting the area. 

The firm is in the midst of an 
expansion program. They are 
building a new steel warehouse. 

According to David Morse, “As 
members of the American Steel 
Warehouse Association, we will 
have a complete steel service 
center in Bellingham, the only 

one north of Seattle. This ware- 
house will be serviced with a 55- 
foot traveling bridge crane, a 5- 
ton capacity hoist, and a Mil- 
waukee Spur inside the ware- 

house.” 

HARDWARE WORLD is happy to 
welcome Morse Hardware Com- 
pany into HARDWARE WORLD’S 
Western Hardware 50 - Year 
Club. In addition to the com- 
pany, membership has been ex- 

tended to three Morse Hard- 
ware employees who have fifty 
or more years in the hardware 
field: L. W. Christopher—55 
years; Ray E. Lashua — 53 
years; Howard C. Harrington— 
52 years. 

COMING IN AUGUST 
A survey of Western retail hardware store advertising will give the staff 

an opportunity to present an advertising guide as future reference material. 

A catalog of manufacturers’ mats will also be included, as well as printed 
material that can be used by the retailer with or without an imprint. The 

merchandising section will give suggestions on how to develop ads for news- 

papers, radio, TV, and direct mail . . . The Sports Corner will present “How 

Manufacturers Help Dealers Sell Fall Sporting Goods.” 

HARDWARE WORLD 



Nichols Opens Warehouse 
To Serve Western States 

SAN LEANDRO, Calif. — Nichols 

Wire & Aluminum Co. of Davenport, 

Iowa, which has maintained ware- 

house stocks of its never-stain alu- 
minum products on the West Coast 
since 1947, has opened its own new 

warehouse here at 1981 West Avenue 

140. 
This is part of an expansion pro- 

gram aimed at improved service, ac- 

cording to M. J. Kramer, Western 
Division Sales Manager. The opera- 

tion will serve an eight-state area 

including, in addition to California, 

Washington, Oregon, Montana, Idaho, 

Nevada, Utah, and Arizona. 

Hardwareman C of C Head 

LEWISTON, IDAHO—A. L. 

Barnes, president and general man- 

ager of the Erb Hardware Company, 

Lewiston, Idaho, has been elected 

president of the Idaho Chamber of 

Commerce by the chamber’s board of 

alrectors. 

SALES PLAN based on the appeal of colored telephones was spark-plugged 

by the above attractive window display at Valley Paint and Hardware Co., N.F.C. Western Rep 
Prescott, Ariz. The plan was designed to show local residents the possibilities N.F.C. 

that color has to offer in the average home. A series of eight “shadow boxes” 

built like miniature stages in two rows of four boxes each featured eight ment of Coop & Merritt to represent 
popular colored telephones. A rainbow-shaped sign arching across the top of them for the Thermo-Serv line of in- 
the enclosure pointed out. “A Rainbow of Colors! Be Particular, Paint With sulated serving ware in Colorado, 

General.” This original approach was enough to stimulate a lot of additional Utah and Wyoming. 
sales. 

Engineering Co., Ine, 

Anoka, Minn., announced the appoint- 

//) 

THIS LABEL 

This bright new label on Lewis Bolt & Nut Clean to Handle 

packages means faster turnover, cleaner 
; Chromate Coated 

handling and increased profits. These clean, 

bright, zinc plated bolts and nuts resist rust Longer Life 

and moisture, are a pleasure to sell . Decorative 

increase customer satisfaction because they 

last longer, handle clean and dress up each Quality Controlled 

job. Watch for the Lewis “bright” label. . . 

it’s a sign of superior products. FULL LINE SERVICE 

Get the famous Lewis quality in 

‘ ae , i lated black tandard 
Regular suppliers to wholesale distributors since 1927 ee ee 

from stock . . . including carriage 

and machine bolts, nuts, lag screws 
g and industrial fasteners, all manufac- 

& tured to ASTM standards. 

company 
504 Malcolm Ave. S.E. * Minneapolis 14, Minnesota COPYRIGHT 1959 

For Details Circle 17 on INQUIRY CARD 
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Sprinklers Start Chain Reaction of .. . 

VILLA PLAZA 

Tacoma, Washington 

OME repair and gardening 

have become important as 
family leisure activities. Wheth- 
er this is caused by “the need to 

Sales of Garden Items in Store 

in Pacific Northwest and Help 

Make Dealer a Garden Authority 

express oneself’ as some psy- 
chologists maintain, or whether 
it is caused by the high cost of 
living and outside labor, the fact 

~~ 
MASS DISPLAY OF SPRINKLERS is the first step in selling a complete line 
of lawn care equipment and supplies at Villa Plaza. 

LARGE SUPPLY of sprinklers at low price dominates window display and 
pulls prospects inside. 

remains that the market for 

home repair and gardening ma- 
terials has tripled in the last five 
years. 

With increased customers has 
come increased competition. 
Hardware items have crept into 
the supermarket, and many a 

hardware retailer finds himself 
in a price war with the national 
food chain across the street. He 
has had to learn to combat this 

new competition in addition to 
the regular competition of rival 
hardware stores. 

Frequently, he and the other 
hardware merchants of his com- 
munity fight fire with fire, low- 
ering their own mark-ups and 
decreasing prices. The result 
may be an increased spurt of 
sales for a short period of time, 
but it is doubtful whether this 

will help the individual retailer 
in the long run. As soon as one 

merchant slashes prices, all 
others jump on the bandwagon. 

What are the assets of the in- 
dividual retailer that can be 
brought into play? One is the 
personal touch which a local 
dealer has with his community. 
He knows the interests of his 
customers and, with a little 
imagination, can create the im- 
pulse to buy by stressing those 
aspects of the product which 
will appeal most to local con- 
sumers. 

An example of this kind of 
merchandising may be found in 
the methods used by Villa Plaza 
of Tacoma, Washington, to sell 
lawn and garden sprinklers. Not 
content with the usual ‘“non- 
clogging,” “rust-proof,” “adjust- 
able” slogans which fail to dif- 
ferentiate one sprinkler from 
another, the dealer read through 

HARDWARE WORLD 



several manufacturers’ litera- 
ture to find some unusual fea- 
ture which could be of interest 
to his particular community. He 
found one sprinkler that could 
be adjusted to emit an extremely 
fine mist-like spray as well as 
the regular spray found on other 
sprinklers. The manufacturer 
advised in their literature that 
they had done considerable re- 

search on the problem of freshly 
planted seed being washed out 
when the home gardener tries to 
water his newly planted lawn. 
The result was the development 
of this sprinkler with such a fine 
mist that no seed could possibly 
be washed out. 

Villa Plaza is located in a 
home-conscious community. 
Many of the homes are part of 
new housing developments and 
the home owners were making 

their first shy contacts with 
lawns and flowers. The retailer 
knew he had found his selling 
point. The sprinklers became 
part of a large step-by-step dis- 
play about the care and treat- 
ment of the lawn. The first dis- 
play, “Choosing your seed,” fea- 
tured various kinds of grass 
seed with explanations as to 
which was most suitable for 
various types of soil. The second 
display, “Preparing your land,” 
featured fertilizers and_ soil 
chemicals. The third featured 
hoes, rakes, and so on through 

the final display of lawn mowers 
with explanations as to which 
were most economical and best 
suited for various sized plots. 

The sprinklers, which had 
started this chain of ideas, were 
part of a display entitled “wa- 
tering your lawn.” Signs told 
customers to water seeds gently 

with mist. 
Sales of all these items soared. 

Customers came to the store, not 
because of slashed prices, but 

because of the information 
available there . . . information 
which didn’t seem to be avail- 
able elsewhere. Many were 
planting grass and flowers for 
the first time and were fearful 

of making mistakes. In this 
store, they felt that they were 
surrounded by experts who took 
a personal interest in their 
problems. 

JULY 1959 

Sell 

QUALITY 

Standards are so rigid, only 2 out of 

every 100 handles we make qualifies to 

carry this label. Sell your customers 

long-term economy, greater safety and 

satisfaction—at greater profit to you— 

Sell Daniel Boone. Write for Catalog P 

and handy Wall Chart. 

SPX TURNER, DAY 
PrcRNERDAY’) & WOOLWORTH 
QZ HANDLE CORP. 

CROSSVILLE, TENNESSEE 

a 
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SALES-PRODUCTIVE SHELVING does a big job in the display of garden 
tools for Horace Green & Sons of Garden Grove, California. 

Garden Tool Display Space-Saver 

HE garden tool display at 
Horace Green & Sons is based 

on a logical and space-saving as- 
sumption. That is, that a cus- 

tomer who sees the working 
head of the tool and part of the 
handle, does not need to see the 

rest of the shaft. At least the 
lower half of the shaft can, ac- 
cordingly, be concealed by sales- 
productive shelving. 

The garden tool display at 
the firm’s Garden Grove, Cali- 
fornia, store has two rows of 

shelving extending to about 

HORACE GREEN & SONS 

Garden Grove, Calif. 

waist height in front of the 

suspended tool handles. On these 

shelves are displayed related 

items such as small garden tools, 

hose fittings, ete. 

The same assumption lies be- 
hind the display of floor mops 

alongside the garden tools. The 

shelving in front of this section 

contains small brushes, floor 
maintenance supplies, ete. 

30th sections use space that 

would otherwise have been 

wasted. 

Updated and New Hardware Firms 

(Continued from Page 35) 

ington, with the latest in light- 
ing, fixtures, and gondolas, and 
wall sections. Particularly at- 
tractive is their gift center 
which features a large mirror 
behind the glass display shelves. 
The ceilings and walls have been 
repainted in soft pastel colors. 

60 

The office has been remodeled 
and refinished in hardwood pan- 
eling. 

KELSO—The Ferrell Lumber 
Company has opened a retail 
store here. Their first company 
was established in 1946 in Long- 

view, a next door neighbor. 
Their new store will house 5,000 
square feet of space and 5,000 
square feet in the parking lot. 
The store will carry a complete 
line of power and hand tools, 
paints, hardware, etc. 

POMEROY — Meyers Hard- 
ware Store here is now doing 
business in the Emerson - Hull 
building on the corner of Eighth 
and Main. Jack Meyers, owner 
of the hardware firm, recently 
purchased the building. He says 
he still has a lot of rearranging 
of merchandise to do before he 
can call himself “nicely settled 
in.” 

SEATTLE—Boulevard Hard- 
ware has recently opened in the 
Mansfield Thriftway Shopping 
Center. Dick Hartz is the owner- 
manager. Hartz has been in the 
community for some time as a 
partner in a delicatessen store. 
Although he has never owned a 
hardware store before, he has 
worked for ten years with Sears 
& Roebuck in the East and also 
on the West Coast. He served 
first as an advertising man, then 
as manager of various depart- 
ments. 

SEATTLE — Sportsman’s 
Hardware in the Salmon Creek 
Shopping Center on 16th Ave. 
S.W. at S.W. 116th Street, 
opened here recently. Owners 
Vern Betzina and Jim Ogden 
celebrated at the opening of 
their company’s fifth anniver- 
sary. Free coffee and cookies 
were served and a $150 worth of 
door prizes were given away. 
Parker Lawn Sweeper was the 
first prize. Others included a 
jumbo wheelbarrow, barbeque 
coffee percolator. The store rep- 
resents doubled space over the 
old one and an expansion on all 
lines. 

SPOKANE—Heckers East 
Sprague hardware store will be 
constructed here adjacent to the 
drug store in the East Town 
Shopping center. The store will 
be 37x 120 feet and will cost 
about $35,000. 

TOPPENISH — New City 
Hardware and Plumbing Store 

HARDWARE WORLD 



located in the shopping center 
here just opened in June. It is 
owned by Mr. and Mrs. William 
Baird and their son Paul Ortolf. 
They were formerly in business 
for 15 years at 105 East Toppen- 
ish Avenue. The store has a full 
line of hardware, large gift se- 
lection, paints, plumbing, and 
heating equipment. They plan 
an open house in the near fu- 
ture. 

YAKIMA—tThe New Country 
Store was opened at 2111 S. 
First here recently. Complete 
hardware, sporting goods, and 
toy departments are in the store 
under the ownership of Ray 
Embre. 

UTAH 

VERNAL—Ashton Bros. are 
now remodeling their hardware 
department for “customer con- 
venience.” Longer counters, ex- 
tended from the present 10 to 
20 feet, will help keep all related 
items together. The store will 
be designed for self service. 
Lynne King, department man- 
ager, expects the remodeling to 
result in more floor space for a 
bigger variety of items. The 
store will be opened during al- 
terations. 

Dallas Gift Show Set 

The 38th Allied Gift & Jewelry 
Show will be held in Dallas at the 
Hotel Adolphus Sept. 6-10. Some 200 

jewelry exhibits as well as more than 
100 exhibits of fine china, crystal, 

dinnerware, glassware, lamps & 

shades, home accessories, housewares, 
and gift wrappings will be on view. 

Porter Western V.P. 

Porter - Cable Machine Company, 

Syracuse, N. Y., has named John I. 

Dean to the post of vice president 
and manager of Western sales. He 
was Western division sales manager 

for the company before his appoint- 

ment as vice president. 

COMING IN AUGUST .. . Special 

Retail Hardware Advertising Issue 

with many good tips on promotions. 
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224-4 = Mathi = 2 KLEIN ss Son 

In this new catalog 

any plier your customers want 

Here is a catalog with 16 pages filled with pliers of every 

description—side cutters, oblique cutters, long nose cut- 

ters, shear cutters, end cutters—a style, size and type for 

every conceivable job. Included are the new Klein midget 

patterns, hardly longer than a package of cigarettes— 

ideal for electronic work or model making. A copy of this 

catalog should be in the hands of every hardware store. 

WRITE TODAY 

Catalog 101A, listing and describing scores of Klein 

Pliers, will be sent on request. 

"Since 1857” 

ELUER mati KLEIN =m & Sons 

7200 A ROAD + CHICAGO 45, — 
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The only 

Broom that 

carries a 

Guarantee 

Popular 
FREEWAY 

Duratex 

Plastic 

All-Purpose 
Brooms 
No other manufacturer offers a 

specific guarantee ... and no 
broom is a genuine FREEWAY ® 

unless it carries the registered 
FREEWAY ® symbol. 

FREEWAY ® Duratex Plastic 

All-Purpose Brooms outlast con- 

ventional brooms 3 to 1... sweep 
cleaner wet or dry .. . are imper- 

vious to commonly used petro- 

leum and caustic products. Order 

your supply today in sel f-display- 

ing cartons that sell on sight. 

AMERICAN 
PUSH BROOM CO. 

: 114 Fern Street 

San Francisco » ORdway 3-889) 
For Details Circle 32 on INQUIRY CARD 
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SCHEDULE OF CONVENTIONS AND SHOWS 
July 3-18 INTERNATIONAL TRADE FAIR, Navy Pier Exhibi- 

tion Hall, Chicago, Ill. (Chicago Association of Commerce 
and Industry, 30 West Monroe St., Chicago 3, Ill. Richard 
Revnes, managing director.) 

FURNITURE AND HOMEFURNISHINGS MARKET, 
Dallas Trade Mart and Dallas Homefurnishings Mart, 
Dallas, Texas. (The Dallas Trade Mart, 2100 Stemmons 

Freeway, Dallas 7, Texas.) 

13-17 NATIONAL HOUSEWARES EXHIBIT, Atlantic City 
Auditorium, Atlantic City, N. J. (National Housewares 

Mfrs. Assn., 1130 Merchandise Mart, Chicago, Ill., Dolph 
Zapfel.) 

NATIONAL RETAIL HARDWARE ASSOCIATION 
CONGRESS, Statler Hilton Hotel, Los Angeles. (National 
Retail Hardware Assn., Russell R. Mueller, 964 N. Penn- 
sylvania St., Indianapolis, Ind.) 

26-31 CALIFORNIA GIFT SHOW, Ambassador & Biltmore 
Hotels, Brack Shops and Merchandise Mart. (Trade Shows 
Ltd., 672 So. Lafayette Park Place, Los Angeles 57, Calif.) 

WESTERN GIFT & HOUSEWARES SHOW, Merchan- 
dise Mart, San Francisco, Calif. (Western Gift & House- 
wares Assn., Henry Adams, 1355 Market St., San Fran- 
cisco, Calif.) 

GIFT, CHINA, GLASS, JEWELRY, TOY, STATION- 
ERY & HOUSEWARES SHOW, Brooks Hall, Civic 
Center, San Francisco, Calif. (Kay Leber, Western Ex- 
hibitors Assn., 13855 Market St., San Francisco, Calif.) 

NATIONAL WHOLESALE SPORTING GOODS SHOW, 
Sheraton Hotel, Chicago, Ill. (Trade Association Shows, 
Room 923, 600 S. Michigan, Chicago, III.) 

THIRD ANNUAL AFTM FISHING TACKLE TRADE 
SHOW, Hotel Sherman, Chicago, Ill. (AFTM, 480 Bond 

Building, Washington, D. C., John M. Holmes.) 

PORTLAND GIFT SHOW, Public Auditorium and Plaza 

and Benson Hotels, Portland, Ore. (Kay Leber, WEA, 

1355 Market St., San Francisco, Calif). 

SEATTLE GIFT SHOW, Civic Auditorium, Olympic and 

New Washington Hotels, Seattle, Wash. (Kay Leber, 
WEA, 1355 Market St., San Francisco, Calif.) 

SIXTH ANNUAL WESTERN TACKLE JOBBERS MAR- 
KET WEEK, Whitcomb Hotel, San Francisco, Calif. 

(Thomas R. Rooney, director, Association of Western 

Fishing Tackle Manufacturers Representatives, 325 Pa- 
cific Ave., San Francisco 11, Calif.) 

Aug. SPOKANE GIFT SHOW, Davenport Hotel, Spokane, 
Wash. (Kay Leber, WEA, 1355 Market St., San Fran- 

cisco, Calif.) 

Sept. 6-10 ALLIED GIFT & JEWELRY SHOW, Hotel Adolphus, 
Dallas, Texas (Allied Exhibitors, Inc., 3832 Wilshire 
Blvd., Los Angeles 5, Calif.) 

Sept. 13-15 MIDWEST HARDWARE & HOUSEWARES SHOW, 

Navy Pier, Chicago, Ill. (Sponsored by State Hardware 
Associations of Illinois, Indiana, Michigan and Wisconsin, 

William B. Moody, manager, 1451 Merchandise Mart, Chi- 
cago, Ill.) 

For additional information about the conventions and shows listed above 

and others not listed in this issue, write to HARDWARE WORLD Service 
Bureau. 
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IN MEMORIAM __ HOME BEAUTY SPOTS ern IN Window DISPLAY 

F. HALSEY DENMAN 

F. Halsey Denman, 60, sales man- 

ager, Relton Corp., Pasadena, Calif., 
died on May 24 at his home in Alta- 
dena 

He joined Relton when it was 

known as Termite Drill Co. about 
four years ago. Prior to that he was 

with the Rocket Drill Co. Most of his 

life was spent in the hardware field 
in Southern Calif. In recent years he 
was quite active as an exhibitor in 

the national and regional hardware 

shows and was well known through- 

out the nation in the hardware and 

industrial fields. 

He leaves his wife Eileen. 

~ 

CROMPTONS 

FRANK SALMI 
OLYMPIA, Wash. — Frank Salmi, 

48, owner of Mountain View Hard- 

ware and Plumbing Store in Lacey, 

died from an apparent heart attack 
at his Summer home near Steamboat 

Island, June 7. 

SPECIAL DECOR for doors and gardens was featured in this window display 

at Wisnom Hardware, San Mateo, California. High quality door knockers, foot 

COMING IN AUGUST .. . Special scrapers, sundials, and decorative hardware were shown on this perforated 
Retail Advertising Issue board display unit. Such hardware items are impressive to passersby as they 

attract the attention of women almost as readily as jewelry. 

Write for Free Sor ——. MOLLY CORP. ; 
Literature << Reading, Pa. ~ 

For Details Circle 20 on INQUIRY CARD 

on | 

, Sly maker offers 
FREE 

210 West 7th Street + Los Angeles 14, California 
MAdison 2-8305 

DIAMONDS 
that are priced right! Select your Diamonds, or 

Gems, in our 60X microscope. You see exactly 
what you want, you buy in confidence. 

OUTSELLS LOCKS IN Si > @s» ; "Distinguished Jewelry Reasonably Priced” 

BOXES AS MUCH AS 5 T01 ‘ DESIGN © REPAIR © SPECIAL ORDER 
SLAYMAKER LOCK COMPANY, LANCASTER, PA. FS . Graduate Gemologist f Gem Testing Laboratory 

World's Largest Producer of Brass Padlocks a Write for Catalogs. 
* . . . ~ . 7 a - . . . > . . . 

For Details Circle 21 on INQUIRY CARD For Details Circle 22 on INQUIRY CARD 

MARSHALLTOWN 
MARSHALLTOWN TROWEL COMPANY ¢ MARSHALLTOWN, IOWA 

For Details Circle 23 on INQUIRY CARD 
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Suggested 

Retail 

$2.49 

c 

INDOOR-OUTDOOR HOME BELL : > 
Gleaming, polished = 
aluminum bell, with satin 

black ship's wheel bracket. 

Suggested 
Retail 

$4.95 

BARBECUE BELL 
Good luck horseshoe bracket, polished 

aluminum bell with a clear, lasting tone, 

Suggested 

Retail 

$7.49 

PATIO-GARDEN BELL 
Beautiful, fully polished brass bell 

...4@ big seller everywhere, anytime. 

* Complete Line 

* High Profit 

* Big Volume 

Display packaged, full price range, 

on all year ‘round sellers. Perfect for 

a hundred uses at home or away 
.-.@ big gift item. 

Send for the Bevin Catalog 

EVIN BROS. 
MFG. COMPANY 

East Hampton, Conn. 

Sales Representatives 

John H. Graham & Co. Inc. 
105 Duane Street, New York 8, N. Y. 

INDEX TO ADVERTISERS 

(This index is published as a convenience and not as a part of the advertising contract. Every 

care is taken to index correctly and no allowance will be made for errors or failure to insert) 

Note: Figures in parentheses () refer 

to Inquiry Card Number which can be 

circled on inquiry card on page 50 

further when desiring information 

about advertisement. 

A 

American Push Broom Co 

Atlas Tack Corp 

64 

Birkenwald Equipment 

c 

Campbell-Chain Co. (10) eee 9 

Champion DeArment Tool Co. (1).Front Cover 

Colorado Fuel & Iron Corp........ Back Cover 

Draper Maynard Co 

E 

J. Eppinger Mfg. Co 

Fuller Tool Co. 

G 

General Steel Warehouse Co., Inc.... 

The Grabler Manufacturing Co. (3)... 

John H. Graham & Co., Ine. (2) 
Second Cover 

William A. Grupe Company 

K 

Mathias Klein & Sons.. 

Lewis Bolt & Nut Co. 

M 

M & D Store Fixtures Inc 

Marshalltown Trowel 

Robert E. Miller & Co., Inc... 

Molly Corporation 

Nicholson File 

Ox Fibre Brush Co., Inc.... 

P 

Peters Cartridge Div. Remington Arms Co. 2 

Red Devil Tools 

Reichert Float & Manufacturing Co..... 

Remington Arms Co. 

Rocco Products Inc. ........+++++> Third Cover 

s 

Schlueter Manufacturing Co.... 

Slaymaker Lock Co 

y 

Turner, Day & Woolworth Handle Corp. 59 

Val-A Company 

w 

Wilshire Manufacturing 
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WILSHIRE 
Exciting New Values I 

TOP EM All. 

3 pe. HANGING 

TOOL ENSEMBLE 
A top-quality value 

at a low, low price! 

Write for 

new Catalog 

WILSHIRE mec. co. 
4865 SAN FERNANDO RD. WEST + LOS ANGELES 39, CALIFORNIA 

For Details Circle 25 on INQUIRY CARD 

stock the full line of 

Eppinger’s Genuine 

ardevles 
increase your profits 4 to 1. 

over 50 years of fisherman 
acceptance and confidence. 

Write for FREE catalog 

LOU J. EPPINGER MFG. CO. 
1757 Puritan Ave., Dept. H-7, Detroit 3, Michigan 

For Details Circle 26 on INQUIRY CARD | 

NOW in a new plastic squeeze bottle 

TEHR-GREEZE white fabric cement 
Same high quality patching cement in a handy 
plastic squeeze bottle that eliminates messy paddles, 
brushes, and waste. Easy to apply . . . Tehr-Greeze 
patches and repairs any material it can penetrate. 
Thousands of uses. Sold by leading jobbers and 
dealers everywhere. Comes in 2 o2., 6 oz. and I6 

oz. plastic bottles. Also packed 
from 2 oz. to | gallon in glass. 
Write for prices and Siterature. 

Come in attractive 3-color 

counter display carton 

(12 to a package) 

VAL-A COMPANY a 
700 W. ROOT ST. CHICAGO 9, ILL. YA-7-9442 esigi5 

For Details Circle 27 on INQUIRY CARD 
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REPRESENTATIVES throughont the U.S. / In Canada: A. C. Beacham Ltd., Toronto 

BUSHMAN 

Adjustable 
Tension Stud 

No pins to lose. 

GIVE YOU 

PROFABILITY % 
Gensco Bushman bow saws are the fast, easy 
cutting saws with genuine Swedish steel blades 
that everyone wants. Home owners, farmers, 
campers use these famous saws for cutting fire 
V[olele Mim olUi le). elele Mmm i-1ale-]0le}-)¢- Mm ola lallal-ar-lalem 41a ie], 
work. 

The Gensco line sells faster and offers you more 
profit potential. And it has more exclusive pat- 
ented features, too. Series 300 has an exclusive 
adjustable one-piece tension stud that simplifies 
blade changing, eliminates loss af pins, and 
maintains constant blade tension. 

Order your supply of Gensco Bushman bow saws 
from your jobber today. 

Other Products include: Swedish Wood Chisels, 
a Full line of Builders’ and Shelf Hardware, Stove 
Bolts and Wood Screws. 

% Profability—that quality in Gensco Tools that 
makes them sell easily, satisfy customers, main 
tain a full profit margin 

GENSCO TOOLS * 
Division of General Steel Warehouse 

Rhine eR PR. 6 PRR 

1808 N. Kostner Avenue «+ Chicago 39, Illinois 
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HARDWARE CATALOGS 

Compiled — Prepared — Produced 

Specialists in Hardware cataloging. 

Write, phone or wire for information 
CATALOG GROUP, 420 Market 
Street—San Francisco, Calif. 

BUYER HOUSEWARES 

Southern California firm has opening 

for experienced buyer and merchan- 

diser. Remuneration based on results. 

Good opportunity for aggressive man 

25-40 years of age. Write qualifica- 
tions and enclose recent passport size 

photo. Address Box A-946, care 
HARDWARE WORLD, 1355 Market 
St., San Francisco 3, Calif. 

FOR SALE 

Hardware Store 36 x 75 established 
eight years in a shopping center. 

Clean and very complete stock. Vol- 
ume up to $85,000 year. Price $5,000 
plus inventory approx. $16,000. Rea- 

son for selling, age, want to retire. 

Haymont Hardware, 26649 Mission 

Blvd., Hayward, California. 

HOUSEWARES LINE WANTED 

By Manufacturers Representative who 

has worked with housewares buyers 

at wholesale and department store 

levels in entire west for 25 years. 

Address Box A-926, care HARD- 
WARE WORLD, 1355 Market St., 

San Francisco 3, Calif. 

TRADE 

Private party will trade for your 

business, corner brick building, clear, 

Culver City, Calif. $8,100 yearly gross 

income with larger potential. Full 

price $75,000. Joe Kaufman, 9426 

Washington Blvd., Culver City, Calif. 
Vermont 7-4246 or Crestview 4-1408. 

Announcements in this section are inserted at the rate of twenty 
cents per word, including address or box number, with a minimum 
charge of $5.00 per issue, payable in advance. Send copy to 1355 
Market Street, San Francisco 3, California. 

ITIES 
HARDWARE STORE FOR SALE 

Complete line of hardware, paint, 

gifts and housewares. Located on the 
Peninsula in the heart of Sunnyvale’s 

new downtown shopping area. Excel- 

lent long term lease. Gross between 
$175,000 and $200,000. Inventory 
$50,000. Increase in gross has aver- 

aged over 18% for first five months 

this year. Plaza Hardware, 283 So. 
Taaffe St., Sunnyvale, California. 

HARDWARE STORE 

In populated S. E. Los Angeles area. 
Modern fixtures. Will sacrifice. In- 
ventory approximately $23,000. Must 

see to appreciate. Terms. 11414 Long 
Beach Blvd., Lynwood, California. 

Good small town Hardware. Com- 
pletely remodeled with M & D Fix- 
tures less than two years ago. Well 

stocked. Located in fast growing area 

of So. Calif. No competition in town. 

Price to include inventory and offer 

for equity in fixtures and improve- 
ments. Reply to Box A-947, care 
HARDWARE WORLD, 1355 Market 
St., San Francisco 3, Calif. 

1959 WESTERN WHOLESALERS’ 
DIRECTORY includes 185 wholesal- 

ers located in 68 cities in 12 of the 
Western States. This 16-page annual 
directory gives valuable information 

about general line and specialty 

wholesalers who serve the retail hard- 
ware field. Each listing includes ex- 

ecutives, territory served, types of 

merchandise handled, special sample 

display rooms, specialty salesmen and 

special services offered. Price $1.00. 

Send check to HARDWARE WORLD 
SERVICE BUREAU, 1355 Market 
Street, San Francisco 3, Calif. 

LAYOUT SHEET .. . Graph lay- 
out sheet scaled %4” to the foot, large 
enough to accommodate a 50 x 100 

foot retail floor plan, is helpful in 
planning a new store or rearrange- 
ment of floor fixtures. Fifty cents 
each. Send order or check today to 
HARDWARE WORLD SERVICE 
BUREAU, 1355 Market Street, San 
Francisco 3. 

BOOK FOR SALESPEOPLE _ 
CHINA AND GLASS by H. Q. Wil- 
son, a 56-page book which reveals 

historical background, manufacturing 

methods and merchandising of pot- 
tery, dinnerware and glassware. Ex- 

cellent sales reference for sales peo- 
ple. Special price $.25 each. HARD- 
WARE WORLD SERVICE BUREAU, 
1355 Market Street, San Francisco 3. 

CORRECTION 

Duane T. 

Thorson 

Harry 

Gardner 

Inadvertently the two gentlemen 

above were wrongly identified in the 

June issue of HARDWARE WORLD. 
Harry Gardner, with John H. Graham 
& Co., Inc., New York, has been ap- 

pointed Manager, sporting goods divi- 
sion. 

Duane T. Thorson has joined Rub- 

bermaid Inc., Wooster, Ohio, as 

houseware sales representative in the 
Seattle area. 

REGULAR— 
7 sizes for every need 

SO. cg 
cones oF 5 as No, 

tu tb: 

One set of 4 In a 

3-color box. 12 boxes 

in a 3-color display carton. 

SIZES: 12", I'%—"", 4", %", 4", a", %". 

Ask your jobber or write ROBERT E. MILLER & CO., 

DOMES oF SILENCE 
Extra case hardened. Excellent mirror finlsh, 
plus a heavy nickel plate. , 

FURNITURE LEVELER— 

Adjustable Combina- 

tion Leveler and Glider 

for Uneven and Un- 

steady Furniture. 

SIZES—I"" base, 4 on 

card; I'4"", 2 on card; 

1Y2"", 2 on card. Drive 

Into universal socket or 

5/16" hole. 

Trem 

DOMES « SILENCE 

35 Pearl St., New York 4, N. Y. 

ona 
3-color 
card 

one set of 4 

=NUINE, ORIGINAL 

INSULATED 

FURNITURE GLIDES 

RUBBER-CUSHIONED! 
GLIDE 
SOFTLY, SILENTLY, 
SMOOTHLY, OVER 
ALL FLOORING. 

SIZES AND TYPES 
FOR ALL WOOD OR METAL FURNITURE. 
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A Complete Line of 

MINIATURE SPORT CARS 
FROM $39.95 TO $489.95 
Rocco Products has world wide distribution and advantage 
of years of experience in the small motor vehicle field. 

e Write today for dealer kit which includes ““How to 
Start a Club’ —letter to police dept., dealer 

decals, newspaper mats and window 
Streamers and your closest 

distributor’s name. 

the fomous RN300 seein i There is PROFIT in 

ROYAL NORSEMAN ~ outta the Royal Norseman 
Magazine 

p © = Line of Cars et 

USnMoDtie , for 
Hard Line 

Dealers 

The Royal “250” 

or concession car 

Fiber Glass Bodies 

for the Royal Norseman 

THE ROYAL NORSEMAN Kit starting at $39.95 is famous 

as the original kit in the business. Has new advanced design in 

steering and axle construction. Over thirty-five thousand of 

these cars were built last year. Rugged all steel construction 

New $19.95 motor mount kit now available. Complete units 
as low as $99.95 

THE ROYAL “250°, completely assembled Quarter Midget 
with fiberglass molded body, nerting bars, guards, choice ot 

motors: Briggs, Clinton and Continental to Quarter Midget 

specifications. May be used as concession car. Complete 
unit $489.95 

THE NORSE K-2, kart type car of all steel, welded frame 

1144” steel tubing completely assembled and painted. Motor 

mount and drive mechanisms, foot controls for brake and gas, 

pneumatic tires and ball bearing wheels. Without motor, 

retail price $139.95 

Your choice of motors available. Also available soon, complete 

trailer kit for carrying cars, 

There is a 

ROYAL NORSEMAN _ ~tler Discounts / 
DISTRIBUTOR CLOSE TO YOU . ° ° WRITE TODAY FOR INFORMATION 

ROCCO PRODUCTS, INC.  winnearrouis 8) minnesota 
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The Image of CFé«l... 

sour : of top-quality Hardware Cloth 

This giant steelman represents the quality steel products 
that are made at CFelI plants extending across the 
country. He symbolizes, too, the complete sales and 

service facilities available through CFel’s national net- 
work of offices. 

He is your assurance that CF«I Hardware Cloth is top- 
quality. Double wire selvage at each edge of the roll adds 

strength .. . careful zinc coating after weaving improves 
rigidity, wear qualities, corrosion resistance. 

You can recommend CF&I Hardware Cloth with con- 
fidence. It conforms to Federal Specification RR-W-37. 
It withstands severe forming, bending or twisting without 

breaking at edges or other points...assures user satisfac- 
tion. See box for dimensions and weights of standard sizes. 

STANDARD SIZES 

Weight per 100 Ft. Roll (Ibs 
| Distance Gage 

Mesh Between Wire 207 | 30" 36” 48” 
| Wire Centers wide wide wide wide 

2Kk2 A” 19 58 73 87 116 

3x3 } 21 56 | 70 84 132 

4x4 Vy" 23 54 | 68 81 108 

8x8 Ye" 27 48 60 72 96 

And CFal Hardware Cloth is just one of a complete line of 
quality steel Hardware Products produced by CFal. The CF«l 
sales office nearest you will supply complete information. 

Contact them today, and ask for your free copy of 

WFR-292, CFel’s new Hardware Cloth booklet. 

6780-A 

THE COLORADO FUEL AND IRON CORPORATION CF | 

ALBUQUERQUE * AMARILLO « BILLINGS « BOISE * BUTTE * DENVER + EL PASO + FARMINGTON (N.M.) » FT. WORTH e HOUSTON « KANSAS CITY ¢ LINCOLN 

LOS ANGELES » OAKLAND * OKLAHOMA CITY « PHOENIX « PORTLAND « PUEBLO « SALT LAKE CITY « SAN FRANCISCO « SAN LEANDRO « SEATTLE * SPOKANE ¢ WICHITA 
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