
Weldwood develops a new Epoxy for consumers! 

Strongest consumer Epoxy tested 

BONDS 
Iron 

Steel 
Aluminum 

Brass 
Copper 
Bronze 

Concrete 
Fibre-glass 

Marble 
Masonry 

Rigid Plastics 
Porcelain 

WELD Hog, "# at0 W000. 4 

OF 

Contains 
16-ec. 

each tube 

UNITED STATES PLYWOOD 

Top strength. Weldwood’s new Epoxy is the 
strongest consumer Epoxy glue, proved by 
exhaustive laboratory tests. Yet, so easy to 

mix that even the most careless user can’t fail 
to make a good bond. Colorfully packaged for 
instant eye-appeal that attracts sales. 

There's a Weldwood glue now for every 

use. Stock the full line—the most highly ad- 
vertised glues in the United States. After spe- 

cial introductory 50% discount on Weldwood 

Epoxy, Weldwood’s standard 40% discount 

will be offered. 

United States Plywood, Dept. HW 12-61 
55 West 44th St., New York 36, N. Y. 
Weldwood Epoxy Glue Retail value—$10.68 

(12 units containing two tubes each) 

Decler Cost 5.34 
(Full 50% discount) 

YOUR PROFIT 5.34 
(0 Bill my jobber 

Company 

Address 
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HYDE TOOLS SELL HYDE TOP} 3-35 

Fixing and Painting | Tool Center 500 
TOO LS fixture displays 

popular Hyde 
to 4 at. on take-it-off or put-it-on brands-minimum 

stock. 

Malia) = Smorgas-board 
400 versatile 

4-way fixture 

Fix-up Paint up displays popular 

BLele) as; Hyde brands- 
minimum stock. 

HYDE TOOLS PACKAGED 

TO ATTRACT AND SELL 
Hyde offers the retailer the most colorful 
packaging on the market today to increase 

paint department tool sales. All tools are 

individually packaged on colorful infor- 
mative self-serve cards. Each brand of 
Hyde tools has its own distinctive pack- 
age color to simplify customer selection. 

A minimum display of the different Hyde 
brands produces a multicolor exhibit of 

tools for eye and buy appeal. Here are 

quality tools plus colorful packaging 

priced right for good profit. Order Hyde 

tools, open stock or assortments with fix- 

tures from your wholesaler. 

WRiTE FOR NEW CATALOG e HYDE TOOLS SOUTHBRIDGE MASS. 
For Details Circle 2 on INQUIRY CARD 



BIGGEST AND MOST COMPREHENSIVE 
INDUSTRY EXHIBIT EVER PRESENTED! 

988 EXHIBITORS 988 
at ‘a 36th 
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tional Housewares Exhibit 
JANUARY 15-19, 1962 
McCormick Place, Chicago 

——” SE = * All the new products and ideas way 

* All the big names in housewares 

* All the up-to-date information you 
need for more profits in ’62 

Serving the housewares industy since 1938 
« i 

NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 

(incorporated not for profit 

1130 Merchandise Mart + Chicago 54, illinois 

For Details Circle 3 on INQUIRY CARD 
DECEMBER 1961 



This Nicholson or Black Diamond file 

display is rapidly becoming a favorite 

among retailers. Pinned to a pegboard 

or standing on a counter top, it has 

turned files into an impulse item that 

breaks the ice and leads to increased 

sales...increased turnover. 

Each of the 48 files is packed in its 

own plastic skin with a striking orange 

Nicholson File Company, Providence 1, R. |. * Files * Rotary Burs * Hacksaw 

and Band Saw Blades * Hole Saws « Ground Flat Stock « Industrial Hammers 
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Retailers’ pin-up 
and black card listing the file name, 

uses and price. Each file comes with Hi- 

Impact orange plastic handle. The rack 

is free when you buy the assortment. 

You'll make a favorite pin-up of this 

Nicholson or Black Diamond display 

once you see how effectively it merchan- 

dises your files for you. Your wholesaler 
has it in stock now. 

For Details Circle 4 on INQUIRY CARD 

Handles designed and manufactured 

by The Danielson Manufacturing Com- 

pany—a Nicholson subsidiary. 

Here’s Your Profit Story: 

° 
oF ts ‘2s NICHOLSON 
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LEADING AMERICAN INDUSTRIES 

offer their employees the Payroll Savings Plan for U.S. Savings Bonds 

These are but a few of the leading firms which support the Savings @ 
Bonds program with more payroll savers than ever before in peacetime. 
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Is Your Image Showing? 

Many hardware stores are faceless. They have few identifying factors. 
They leave practically no image with prospective customers. 

This is the general conclusion arrived at by Reed Drummond, marketing 
consultant, whose organization was hired by the National Wholesale Hard- 
ware Association to make a motivation survey of the hardware distribu- 

tion field. 

At the recent convention of NWHA, he gave a preliminary report made 
from a study of 12 wholesalers and some of their retail customers. Regard- 
ing the retailers, he said in part, “In many instances the retail hardware 
store was difficult to find compared to the drug store, the dress shop, the 
bowling alley, the loan office, the pizza palace, and the five and ten or vari- 
ety store to give you a few examples... The average retailer of hardware 
does a very secondary job of identifying his place of business either by 
personal name or the nature of his business.” 

We are inclined to believe that most of the studies were made in areas 
other than the West. From personal observation in nearly all the states 
in the West, I believe there is a higher ratio of stores here that do an 
excellent job of creating an image as compared with the rest of the nation. 

However, there are still many stores in the West that deserve Mr. Drum- 
mond’s criticism. We have seen them ourselves. 

You should know why your store needs an image .. . a good one. How 
else will persons in your trading area remember your store? An image is 
created actually by many things, not just a store front. 

Perhaps it might be a good idea to make a check list of the image-makers 
and see for yourself if you are doing your best to create the best possible 
image. 

Here are a few suggestions: (1) A clean, attractive store front, properly 
identified with signs; (2) a clean well-lighted interior with modern fix- 
tures upon which the merchandise is kept neatly arranged; (3) department 
identifying signs; (4) a policy of friendly approach to all persons entering 
your store; (5) notifying all customers of your various services and em- 
ployer-customer relation polices; (6) advertising as consistently as possible 
with whatever media fit best in your trading area; (7) train all employees 
to answer the telephone in a friendly and satisfactory manner. There are 
more, but this should help get you started on an image hunt. Try to find 
out from a study with some of your customers what’s missing from your 
own image. If you find that your store is one of the faceless ones, do some- 
thing about showing your image. 
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TRENDS IN THE WEST 

1962 Reclamation Construction in West 

To Total More than $200 Million 

Phoenix Leads Western Cities 

in September Retail Sales 

The Bureau of Reclamation will finance con- 

struction programs in the 11 Western States to 

the extent of some $215 million during 1962. This 

was announced by Secretary of the Interior 

Stewart L. Udall. The entire 17-Western States 

appropriation amounts to $271.5 million. 
The nation will gain approximately 44,962,000 

acre-feet of vitally needed reservoir storage 
capacity in this area. 

Region One, the Pacific Northwest, will have 
projects totaling $11,094,000. Region Two, cen- 

tral and Northern California and southern Ore- 
gon, will have $69,333,359. Of this amount, $11,- 
565,359 represents loans to regionally sponsored 
projects. Region Three, the Pacific Southwest, 
will have a total of $6,724,000, of which $1,803,- 

000 are loans. Region Four, the upper Colorado 
River Basin, has projects that will total $99,287,- 

478. Most of this, $88,616,478, represents loans. 

Montana comes in for $16,525,000 of projects. 
Wyoming’s share is comparatively small at 

$1,653,000, as is New Mexico’s at $2,002,000. 

Heavy Travel to Seattle's World Fair 

Will Help Dealers on Key Highways 

Hardware dealers located on main highways 

leading to Seattle can expect a greater-than- 

usual tourist traffic during the months of the 

Century 21 World’s Fair in Seattle, April, 1962 
to Oct., 1962. 

Special surveys made by Seattle show that 
1,039,000 fair visitors will come from California. 

A proportionate amount will attend from the 
adjacent states. The study also showed that 
there will be 50,000 attending from Texas. Many 

of these fair visitors will be driving through 
Western States. The areas expecting the heavi- 
est traffic are Northern California, Oregon, Ne- 
vada, Idaho and Washington. 

According to 12th District department store 
sales report from the Federal Reserve Bank of 
San Francisco, the Phoenix area had the highest 

percentage of change for September in the West. 

Based on retail dollar amounts, Phoenix recorded 

+49 over the same period a year ago. 
Southern California as a whole was +11. San 

Diego was the leader with +20 in sales over 

September 1960. 
Northern California was +7 with the San 

Francisco-Oakland area at +5. 

Central Valley area of California was +14 
with Bakersfield leading at +28 and Sacramento 

at +17. 
In the Pacific Northwest the only minus per- 

centage recorded for September was in Belling- 

ham, Wash., at —4. This was also the only minus 

change in the 12th district. Spokane led in the 
area with +13 percent. 

Trend Indicators 

During the 1959-60 decade Colorado has in- 
creased its population by 32 per cent. This is 
much greater than the national average of 18.5 
per cent. Largest growth is in the Denver metro- 

politan area ... Retail sales in California sub- 

ject to the states tax and use tax were one per 

cent less in the first half than in the first six 
months of 1960. Activity in “hard goods” cate- 
gory was sluggish, particularly building materi- 
als, household furnishings, appliances and autos. 
Employment reached a new high of 6,314,000 

workers in September. This was two per cent 

better than September last year . . . Hardware 
wholesaling in the West was up in September 
over Sept. 1960. In the Mountain States it was 

up two per cent, in the Pacific up eight. For the 

first nine months of this year as compared to 

the same period in ’60, both areas were up two 

per cent. 

HARDWARE WORLD 



Serving 

the West 

for 54 Years 

HARDWARE WORLD has been the 

“Hometown” publication for Western 

hardware people since it was started 

in San Francisco in 1906. Each issue 

has been definitely planned to offer 

hardware dealers a reflection of the best 

in hardware retailing in the West. Its 

erowth has paralleled the great expan- 

sion of the Western market. 

USE THESE SERVICES NOW 
WHOLESALERS’ DIRECTORY — 1961 

issue available. Contains 13 pages, includ- 

ing names of executives and buyers of the 

full-line and major specialty wholesalers 

serving the hardware field in the 13 West- 

ern States—Price—$2.00. Send check or 

circle number 300 on Inquiry Card and 

you will be billed later. 

READER SERVICE—AIl New Products, 
Merchandising Aids and Free Literature 

Items are keyed with a number so that you 
can easily send for further information by 

circling the corresponding number on the 

postage-free Inquiry Card. 

LETTER TO THE EDITOR — Express 

your opinions about the hardware field in 
HARDWARE WORLD. Send your com- 

ments about any present problem, trends 

or questions to the editor. They will be 
published so that other dealers may profit 

by your thinking or add their thoughts. 

HARDWARE WORLD 
CHILTON PUBLICATION 

1355 MARKET STREET .. . SAN FRANCISCO 

For Details Circle 5 on INQUIRY CARD 
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Goodell makes a dollar 
do more thanadollar’s 
work There’s no magiCuas 

no twisted words uauuaan 
just plain old New England 
“horse sense’ Goodell simply 
uses Small Town economys the 
latest in equipment plus the 
highest quality materials avail- 
ablem Hundreds of Hardware 
buyers are profiting by these 

facts You should tool 

Here’s proof! Tool (as shown) with black, 
shatterproof plastic handle guaranteed not 
to dissolve when cleaned with acetone or 
paint remover. &O@ sug. list— 

not-90e-or- $00 
COMPARE GOODELL QUALITY. . . VALUE! 

Write for Free Sample on your letterhead to- 
day and ask about our Discount Schedule. 

A GOODELL COMPANY 
ANTRIM, NEW HAMPSHIRE 

For Details Circle & on INQUIRY CARD 



WASHINGTON 

N EWS FOR WESTERNERS 

By DAVID R. HEINLY «© Chilton News Bureau, Washington, D. C. 

Proposed “Wilderness”? Plan core” of unemployment, about one-quarter of 
the total, includes out-of-school, out-of-work 

Threat to Western Commerce teenagers. The White House Committee on 

Western businessmen have a big stake in 

the Wilderness Areas Program proposed in a 
bill (S. 174) now pending before the Congress. 

The proposal caJls for the immediate lock- 

up of some seven million acres of public lands 

in a system of so-called “wilderness areas.” 

These areas would be labelled “hands off’ for 

commercial development of any kind. No paved 

roads could be built, nor any shelter, restau- 
rant or other tourist facilities. 

The bill has been okayed by the Senate. It 
goes before the House next year. 

The greatest impact would be felt in the 

West. Westencrs charge the program will pose 
a threat to coitinued growth in states whose 

economy depends largely on timber and mining 

as well as tourism and vacation attractions. 
Opponents say without roads and some kind 

of creature comforts, these areas would be off 
limits to families and vacationers who like to 

travel by car. 

It would take an edict from the highest 
levels of government to pry areas out of the 
system. Millions of acres more could be added 

at a stroke of the Presidential pen. 
Biggest controversy centers over a provision 

that would put White House decisions into 

effect if both Houses of Congrecs failed to vote 
their disapproval within a year. This alleged 
“usurpation” of legislative powers, lawmakers 

say, violates the intent of the Constitution. 

Congress prefers to vote its assent on issues 

rather than vote to disapprove. Western Con- 

gressmen now opposed to the bill will support 
it if this provision is amended. 

Job Hunt for Teens Under Way 

Labor analysts on the New Frontier now 

conclude that a big slice of this country’s ‘“‘Hard 

Youth Employment is trying to cope with the 

problem. 
Solutions will be hard to find despite a flurry 

of effort. New minimum wage rules for hiring 

minors are still up in the air. Labor unions 
don’t want chi.jJ labor laws tampered with. 
Retailers, who hire more youngsters than any- 
body else, seek more liberal rules. 

The Labor Department has added a National 
Youth Employment Division. A Western high 

school official has been named consultant: Her- 

bert E. Salinger, most recently principal of the 
Ridgeview Junior High School, Napa, Calif. 

Herbert’s brother is Pierre of the White House 

press office. 

How They'll Tax Fish Lures 

The Internal Revenue Service says that if 
you put together ingredients for tying arti- 

ficial fishing lures and market them as a kit, 

you are considered the manufacturer and must 

pay a manufacturer’s excise tax. If you in- 
clude tools, such as knives or tweezers, these 

are exempt from the tax. However, IRS says, 

if you buy the finished lure and merely fix your 

name to it or mount it on a display card, you 

are not considered the manufacturer and do 

not pay the tax. The manufacturer’s excise tax 

does apply if you farm out the materials to 

somebody who assembles lures for you to sell. 

Westerners in the News 
s 

Wyoming’s C. K. (Buddy) Faught was re- 

cently named Special Assistant to the Under 
Secretary for Transportation in the U. S. De- 
partment of Commerce. Faught is an authority 
on civil and military air traffic problems. 

HARDWARE WORLD 



3 More PUN wx CMETY 
+ 

mae Sey GUIDE To 

on your BOAT! 

| cai 

| USING TOUR BOAT FoR 
on 

=k LINE 
’ GUIDE TO 

Ne 
BOAT 

f GUIDE TO 

Seamanship end Sate Bost Hanne 
> 

Nae 
|! ann nowas’s 

1 CARE ano KE 
BOATMANSHIP par 

Modern Boating 5722 

eit IDE =|: Rik: 

tart things moving at your marine supply 
counter with CHILTON’S fast-sellin 

MODERN BOATING GUIDE SERIE 
ERE are the latest books in the most 
enthusiastically received series to 

hit the country’s marine supply coun- 
ters. Let these point-of-sale, quick turn- 
over items lead your customers on to 
more marine goods purchases. 

GUIDE TO BOATMANSHIP, SEAMANSHIP 

AND SAFE BOAT HANDLING 

By Branpt AyMAR and JoHN MARSHALL. 

Large, step-by-step photographs and easy- 
to-follow directions tell the new boat owner 

how to run his craft, and help the old-time 
owner brush up on seamanship. 

GUIDE TO SAILING 

By Lzonarp M. Fow te. Here, in one fully 

illustrated book, is all the beginner has to 
know about the art of sailing, clearly ex- 
plained for youngsters and adults alike. 

HANK BOWMAN’S GUIDE TO CARE AND 

REPAIR OF YOUR OUTBOARD MOTOR 

A seasoned expert tells how to keep a well- 
maintained motor, how to spot danger signals 

before it’s too late, and what-o do if a break- 

down does occur. 

CARE AND REPAIR OF YOUR 

INBOARD ENGINE 

By Epwarp H. Nass. Complete coverage of 

all gasoline engines including new light high- 
performance V-8’s, plus diesel engine main- 

tenance and troubleshooting. 

THE GALLEY COOKBOOK 

By Herren Lyon ADAMSON and Hans Curis- 

Tian Apamson. For the galley slave who 

relishes simple but gourmet 10-30-minute 
recipes for top-of-stove or galley-oven (col- 

lapsible) cooking. 

OTHER CURRENT BIG SELLERS 
Guide for the Expert Outboarder 
By Bob Whittier 

Fitting Out and Repairing Your Boat 
By James D. Canfield 

Hank Bowman's Guide 
Te Buying Your Boat 

Guide To Equipping Your Boat 
By Bob ittier 

Building Your Boat From Plans and Kits 
By Hal Kelly 

Using Your Boat For Fishing 
By “Buck” Rogers 

Tommy Bartlett's Guide To Water Skiing 

Each 128 pages, packed with photos 

$1.95 paperback $2.95 ciothbound 

FREE wire counter rack (11” x 12%” 

x 16%”) holding 48 paperbacks or 40 

clothbound books. Free with minimum 

Order from your marine distributor, or direct from: order of 24 assorted titles, either edi- 
tion. 40% off list price to dealers. 

CHILTON COMPANY sSoth and Chestnut Streets, Philadelphia 39, Pa. 
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Department Buyer-Manager 

Plan Stimulates 

Individual Effort 

Beaumont Hardware 

Beaumont, Calif. 

DISPLAYS of decorative grill work 
and semi-translucent corrugated 
roofing materials are displayed just 
outside of the front entrance. 

Many Profitable Ideas Have Been Initiated by Department Heads. . . 
Each Manager Becomes a Specialist in Specific Types of Lines .. . 
During Rush, Each Department Head Can Double in One or More 
Departments 

OVER THE YEARS the depart- 

mental system has proved profit- 

able for Beaumont Hardware, 

Beaumont, Calif. For this reason, 

when owners Myrl Beck and Lyn, 

Earl and Dale Beebee moved into 

a new modern building in 1959, 

they continued to emphasize the de- 

partmental system. 

MYRL BECK, one of the store's 
owners, heads the paint department. 

10 

“Our system,” said spokesman 
Beck, “simply involves putting a 

single person in charge of a major 
department and letting that person 

become a specialist in his line 

through study, observation, work 

and experience.” 

The result has been expert se- 

lective buying, fast turnover and 

greatly increased store traffic. 

Department heads meet regu- 
larly and discuss store’s overall 

problems. One of the problems 
brought up was how can a hard- 
ware store located on a main street, 

that is also a through highway 

traveled by vacationers, get a por- 

tion of the transient trade. 

Gift Dept. Draws Tourists 

Mrs. Ada Baker, in charge of 

gifts, housewares and related items, 

came up with an idea on how to at- 
tract some of the solid cash that 

rolls along highway 60-70-99 east 

to Palm Springs and other desert 

resorts and west to numerous 

beach resort areas along the Pa- 

cific shores. 

She constructed a travelers’ hat, 

purse and travel bag tree and dis- 
played it prominently in the cen- 

ter of the front window. It occupies 

a small area here during May, 

June, July, August and September. 
During the peak months, as much 

as $250 a month is grossed off the 
tree. More important, however, is 

the fact that it stops highway 

traffic and creates store traffic. 

“The hats are ideal as a shade 

provision on trips at the beach or 

for sun-lounging,”’ explains Mrs. 

Baker. ‘‘The purses are extra large, 
ideal for carrying souvenirs and 
items picked up during travels. The 

travel bags and baskets are per- 
fect for storing larger items or for 
picnics.” 

Once the traveler is in the store, 

he is susceptible to suggestive sell- 

ing of travel-related items—Ther- 
mos jugs, car coolers, window 

blinds (for cars), etc. 

“You have but to look at our 

dinnerware displays to know that 

they are done by a person who has 
gained experience by specializing,” 

insists Beck. “Mrs. Baker handles 

four different lines of melamine. 

HARDWARE WORLD 



She orders 50-piece sets, 12 sets at 

a time of assorted colors. The store 

sells as manv as 60 sets a vear at 
prices ranging from $19.95 to 

$29.95.” 

Mrs. Baker avoids shelf displays 

of dinnerware as much as possible. 

She has learned that neat table 

settings attract attention at once, 

create personal desire in customers 

“a 

BEAUMONT HARDWARE MOVED INTO THIS MODERN 

to own sets on display. 

On Father’s Day, Mother’s Day, 
etc., items suitable for the receiver 

are grouped together and suggested 

via signs as gifts. 

Floor Covering Dept. 

Features Installation 

Don McLaughlin heads the lino- 

leum and floor cover department. 

ites 

BUILDING IN 1959. 

“Through consistent experience in 

the line, he has become the best 
floor man from Redlands to Palm 

Springs, we believe,” says Beck. 

The store maintains a display 

(inventory about $3,000) which in- 
cludes linoleums, vinyl and asphalt 

tile (no ceramic), aluminum tile, 

(Continued on page 29) 

TRAVELERS’ TREE (left) is displayed in the front window. 
Hats, purses and bags displayed on the tree gross as 
much as $250 a month. Place settingg such as those 
above are arranged by the seperti? manager Mrs. 
Ada Baker. Store sells 60 sets a year. 
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Hardware Alone Pays Off for This Store 

Fifth Avenue Hardware 

Redwood City, Calif. 

TWO-AND-A-HALF years ago when Frank Caruso 

and Cecil Tanda took over Fifth Avenue Hardware 

in Redwood City, Calif., they had a basic policy deci- 
sion to make. Should they continue to carry a line of 

gift and housewares, or head off in the opposite direc- 

tion and carry strictly hardware lines? 

“We decided to go hardware,” recalls Caruso, “since 

we felt the other course would get us nowhere. Every- 

one else in the countryside was getting wrapped up 

with gift items, and we didn’t want to consider getting 

into competition with every one else in these lines. 

What’s more, the supermarket across the street was 

even handling them.” 

The decision proved a wise one. In the short time 

they have been in business, the partners have run 

their volume 28 per cent ahead of what it was when 

they took over. Moreover, they have done such a good 

job in handling quality merchandise in depth assort- 
ment that the store’s reputation has become wide- 

spread. Today, they boast a list of customers which 
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includes some who come from as far as 25 miles away 

in order to secure items that are not available else- 
where. “And in that distance you can imagine how 

many other hardware stores they have to pass to get 

to us,’”’ says Caruso. 

In passing up the “glamour” lines, the store knew 

it would be losing some sales. On the other hand, the 

two men were also aware that by going into quality 
hardware solely they would be operating in a clear 

field. Most others in the area had long since gotten 

away from the old hardware store concept. “It’s nice,” 

Caruso points out, “to open the doors in the morning 
knowing that you’re not going to have to start by 

cutting prices because someone else has started foot- 

balling merchandise. We ask full retail, and believe 

it or not, customers are glad to pay it.” 

That the hardware store has become well-known to 

contractors and others in the area as the home of 

quality tools was recently born out by a contractor 

who came in, looked around, and started taking saws, 

REPLACEMENT HANDLES for garden tools (left) are replaced 
with no charge for labor. Large stock of replacement handles 
(above) is always available. Store averages 80 replacement 
handles each month. 
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hammers, planes and other items from the impres- 

Sive well-stocked tool shelf which lines one side of the 

store. 

“You could have knocked me over with a feather,” 

Caruso recalls. “I had never seen the man before and 

as fast as he could he was loading me up with the 

tools. In one clip he had bought $352 worth. When I 

asked him why he had come to us, (we offer no dis- 

count except where the contractor is established and 

known to us) he told me that we were the only one 

he could find who inventoried as much first-line stuff 

as he needed. He was a professional, and as such, 

wanted professional tools with which to do his work.” 

Letting customers know what they have on hand 

and what they have to offer is still another part of 

Fifth Avenue Hardware’s shrewd merchandising. 
While it’s readily apparent to customers coming in 

that the store is well-able to take care of just about 

any of their needs, there are numerous other services 

which are not so immediately obvious. 

For example, the hardware store stocks replace- 

ment handles for garden tools. A sign in the garden 

tool section calls attention to this fact. ‘‘We do quite 

well here,” claims Caruso. “We average some 80-re- 

placement handles each month. Hatchets, hoes, shov- 

els, rakes . .. the whole works.” As a service feature, 

the firm makes no charge for installing the replace- 

ment handles beyond their retail cost. 

Spending time with customers in this way is part 

of the house policy. More often than not it pays off, 

according to the dealer. Laying out complete plumb- 

ing systems on the floor, demonstrating how traps, 

etc., are installed under the sink, is a matter of almost 

daily routine. 

“Sure, you spend perhaps 15-30 minutes with a 

customer,” states Caruso, “but at the same time you 

can end up selling $40 worth of fittings. And remem- 

ber, this kind of know-how handling gets them back 
when they are ready to install a sprinkling system in 

their lawn.” 

Taking advantage of the karting craze which has 

recently taken hold on the West Coast, Fifth Avenue 

Hardware maintains a full selection of pulleys and 

accessories. ‘““We’re always getting calls from karting 
enthusiasts,’’ Caruso says, “and because we operate 

a machine shop in a building alongside our hardware 
store we can machine pulleys and shaft them to size.” 

Servicing what they sell is still another feature 
here. Customers buying gas-powered trimmers and 

mowers are put on notice by the two men that they 

won’t have to scout around for a repair shop should 

the machines break down at some future date. “It’s 
our biggest asset in selling these big-ticket items,” 

claims the dealer. “Too many people have gotten 

burned after buying at discount houses and they’ve 
learned that the clerk who sold them the mower has 

no more idea of how to handle the repair than they 

do.” 

Two hints which the partners have to offer based 

on their experience have to do with display ideas. 
Caruso explains, ‘““When we first came in we found 

that the paint department had been set up all wrong. 

Shelves containing paints along one wall went from 
the floor clear on up to the ceiling. We soon discovered 
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KARTING CRAZE has helped push pulley and belt 
sales. Owners operate machine shop next door and 
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REPUTATION OF STORE has been built on quality 
merchandise such as American-made hand tools. Store 
has gained added sales to local contractors. 

that by having the shelves no higher than about six 

feet at the maximum, customers were more inclined 
to walk over and pick up a quart. Too, the shelves 

were not behind any other counter fixture. Customers 
can walk up, easily see everything on the shelves 
and, because they can reach even the highest, can 

help themselves.” 
The other idea, while seemingly small, is indicative 

of the merchandising experiments which Caruso and 

Tanda are continuously working on. 
Sandpaper, conventionally displayed in narrow-slot 

boxes has been moved into glass front bins. Here, the 

customer at a glance can see over 15 surface varieties. 
There’s no aggravation trying to work his fingers into 

some narrow box, pulling out a sheet or two. “This 

change worked out to be a good move for us,” Caruso 

points out, “and resulted in a 100 per cent increase in 
sandpaper sales. Even though it’s a small item, you 
can’t overlook a hike like that.” 



Sporting Goods Aid Sales and Traffic 

SPORTING GOODS, correctly 

merchandised, offer hardware deal- 

ers an excellent sales potential, ac- 

cording to Herb Mercer, manager 

of Linda Vista Hardware and 

Sporting Goods, Santa Cruz, Calif. 

In addition, he finds that this line 

serves as an excellent traffic build- 

er for the rest of the store. 

A Hardware World survey on 

sporting goods departments in 

MANAGER HERB MERCER helps two servicemen select 
athletic equipment. A small amount of out-of-season 
equipment is kept on shelves at rear. The in-season goods 
are displayed in showcase and on racks and island 
gondolas. 
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Linda Vista Hardware and 

Sporting Goods 

Santa Cruz, Calif. 

Western hardware stores lends im- 

port to Mercer’s words. It graphi- 

cally illustrates the sales potential 

sporting goods hold for hardware 
dealers. According to the survey, 

more than 4000 hardware stores 

in the 11 Western states stock and 

sell sporting goods. The sale of 

ammunition and guns alone is 

bringing these dealers nearly four 

million dollars a year. 

CORRUGATED FIBERGLASS PANEL 
makes an attractive and practical rack for fishing rods. 
In Santa Cruz’ temperate climate, fishing tackle is a 
year-round best seller. Manager Mercer {right) shows 

Although Linda Vista Hardware 

is a small neighborhood store, it 

has a sporting goods department 

as large as many big, high volume, 

city hardware stores. 

Keeps Similar Items Together 

Mercer designed the _ sporting 

goods department so Linda Vista 

customers can easily locate what- 

ever they need. Merchandise within 

(center back) 

surf rod to customer. 
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EQUAL EMPHASIS is given on the 
marquee to sporting goods and the 
store's do-it-yourself department. 

the department is clearly sectional- 

ized according to the type of sport. 

If a customer is buying ammuni- 

tion, for instance, he is a good 

prospect for gun oil, cleaning 

patches and other gunning aids. 

By sectionalizing the basic groups, 

impulse purchase possibilities are 
vastly improved. 

Besides the hunting and fishing 

equipment, the Linda Vista sport- 

ing goods department stocks ath- 
letic equipment for most of the 
popular competitive sports. Also 

featured is a small selection of 

archery tackle. 

Seasonal items, such as athletic 

equipment, are purchased just prior 

to the season. During the season 

this merchandise is given priority 
for the best display space. This 

merchandise is kept on display un- 

til the season nears its close. By 

keeping an eye on the way the 
merchandise is moving, Mercer is 

able to end the season with only 

a small amount of carry-over mer- 

chandise. What carry-over he does 

end up with is still kept on the 
shelves for buffs who know no 

season. 
Sporting goods helps to build 

store traffic, according to Mercer. 

He feels that to cultivate this facet 

of the business it is important to 

stock what the customers want. He 
has found that small fast moving 

items are the best merchandise for 

his store. With few exceptions, he 

says, customers in the market for 

big-ticket merchandise in his area 
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usually purchase it at a regular 

sporting goods store. He finds that 

the real money for his store is to 

be found in items selling for less 
than $10. 

Archery Supplies Sales 

Grew Steadily 

Linda Vista’s archery tackle sales 

are a good example of Mercer’s 

“try out” theory. A couple of years 

ago he put in a small selection of 
archery equipment. It consisted of 

a couple of low-priced archery kits, 

several bows and a box of inexpen- 

sive arrows. A few sales were made 

to local kids and parents. The kids 

soon spread the word and sales 

have been climbing ever since. Lin- 

da Vista now has an excellent vol- 

ume of sales on bows and arrows. 

Fishing Tackle is Biggest Seller 

Fishing tackle is far and away 

the best selling sporting goods at 

Linda Vista, however. As Santa 

Cruz is a coastal town with a tem- 

porate climate, there is some type 

of sport for fishermen throughout 
the year. By being careful to em- 
phasize, with his displays, the 

tackle that is right for the season 

at hand, Mercer is able to realize 

high tackle sales every month of 

the year. 

The recreation type merchandise 

is also creating a great deal of store 

traffic. Mercer is only one of more 

than 4000 Western hardware deal- 

ers that have found that there are 

good profits to be made from sport- 

ing goods that are correctly mer- 

chandised. 

RIM FIRE AND AIR RIFLES hang 
on perforated board. Placed at front 
of store, it can be seen from the 
street through store window. 



OWNER BILL AUSTIN demonstrates time-consuming 
steps of his old inventory method. Extending figures 
required one month of his time. 

PROFESSIONAL INVENTORY worker lists window stock 
on transistor tape recorder strapped to his side. Team 
of five counted $50,000 stock in three hours. 

“Inventory Headaches’ Are Cured 

Private Firm Sends Team of Five Men to Take Inventory of 
Entire Store in Three Hours .. . Full Report Given in Seven Days 
. . « Cost is Less Than When Store Did It . . . Formerly Store's 
Staff Took Two Days of Overtime to Assemble Material .. . 
Then 30 Days to Compile 

TEAM MEMBERS count small items 
and read totals to portable recorder. 

A&A Hardware 

San Diego, Calif. 

TAKING STOCK of a $50,000 in- 
ventory used to close San Diego’s 

A&A Hardware’s doors at least 

two days each year. “In addition, 
to losing the business,” says owner 
Bill Austin, “it cost around $100 to 
have employees and their families 

come in on overtime to do the job.” 

The yearly task became such a 
headache that hardware man Aus- 

tin looked around for an easier 

method. “That was four years 

ago,” he recalls, “and since then 

we've had a professional inventory 

concern come in. They get the job 

done quickly, far more efficiently 
and at less cost all around.” 

Despite small fee increases each 

year, Austin still considers the in- 

vestment well worth it. “Our bill 

this year came to $175,” he says, 

“but the professional team of five 
men got the job done in three hours 
using tape recorders. We were able 
to keep our doors open all the 
while, and lost no business while 

the inventory was being taken.” 

In the past, it took 10 people 

several days to accomplish the 
same job, and when they were 

through, the work was only partly 
done. After that, it required a full 

(Continued on page 43) 
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NEW CUSTOMER: Gain for 

One Dealer .. . Loss for Another 

Coast-to-Coast Stores 

Newcastle, Wyo. 

“WITHIN THE LAST FEW 
WEEKS I’ve gained four steady 

customers, one of them a large 

account. Each of these new cus- 

tomers represents a customer some 
other dealer lost. I wonder if they 

know why they lest these cus- 

tomers?” This was the observation 

of George Bultena, owner of the 

Coast-to-Coast Store in Newcastle, 
Wyo. 

Bultena is a firm believer in 

profiting by the mistakes of others. 

Instead of passively accepting his 

good luck at having four new cus- 

tomers, he has analyzed each case 

so his own store will not make the 

same mistakes as his competitors. 

Customer Number One 

“The father of Linda X. fre- 

quently sends her uptown to pick 

up small items for him,” “‘Bultena 

recounted. “She came in one day 

looking for some copper ells and 

since then has always come back. 

Her father now makes our store 

his first stop. 

“The first time that she came in 

she gave me a note from her father, 

made a purchase, and left. The 

next time she came in she told me 

she liked the manner in which she 

was treated. ‘You treat me like you 

like me,’ she said. ‘Thank you. And 

I'll always come back here.’ 
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Four Case Histories Given by Wyoming Dealer Shows How His 
Competition Lost Customers and How He Developed Them into 
Long-Range, Satisfied Customers 

“From what she said, I figured 
that someone had been impatient 

with her,” Bultena explained, “and 

that’s one mistake that no busi- 

nessman should make. Children are 

sensitive, and human. 

“It’s a policy of this store to 

treat everyone with the utmost 

consideration. Become abrupt with 

the child of a touchy parent, and 

it can mean the loss of a sale, or 

a customer. It just doesn’t make 

is re- 

plenished by Bultena. Display gets 
rapid turnover and is restocked every 
two-weeks. 

sense to me. You spend hundreds 

of dollars in advertising just to get 

people to come into your store, 

then you turn around and run 

some of them off by being rude to 
their children.” 

Bultena feels that this is one 

reason hardware stores lose cus- 

tomers without realizing it. 

Customer Number Two 

“Mrs. W. is a case of a hardware 

store losing a customer because a 

clerk didn’t take enough interest 

in her problem even to talk it over 
with her,” Bultena went on to say. 

She intended to decorate a bath- 

room, and had an odd color com- 

bination to overcome. The clerk 

that she first consulted was either 
uninformed, rushed, lazy or unin- 

terested. 

“When she came storming in 

here she wasn’t easy to deal with 

the first few minutes, but by the 
time I'd opened some decorator 

books, and spread out a few color 
charts, she’d simmered down,” 
Bultena said. 

“We figured out what should go 

with that bathroom, I gave her 
some color charts and paint chips 

to take home with her, and sold 

her a few quarts of paint the next 

day. A month later she started 

painting the rest of the house, and 

she came here for the paint. Now 
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she comes in all the time.” 

Bultena always believes in giv- 
ing a customer a personal assist 
on personal problems as well as 

business problems. He tries to fig- 
ure out what troubles are bother- 

ing certain customers, and if a cus- 

tomer feels like talking, then Bul- 

tena tries to find out a way in 
which he can be of help. Doing 
this has won Bultena many friends 

as well as customers. People appre- 

ciate a helping hand—especially 
from unexpected sources. 

Many times Bultena is able to 

offer solutions to a customer’s 

problem by offering the use of 

pamphlets, books on do - it - your- 

self projects, or descriptive litera- 

ture on how to do an electrical 

wiring job, for example. 

“Personalized service’ 

many things to Bultena. 

means 

Customer Number Three 
When Mr. Y. made one of his 

very infrequent stops at the Coast- 

to-Coast Store and mentioned that 
his not-too-old power lawnmower 

never had worked right, Bultena 

had an idea as to what was wrong 

with it from previous experience. 
Instead of trying to sell the man 

a new one, Bultena made sugges- 
tiors as to how Mr. Y. could get a 

lot of extra mileage out of his 
present mower. 

“T knew that buying a new mow- 

er would cause a temporary finan- 

cial problem for him,”’ he remarked. 
“I felt that he’d do better to hang 

on to the one that he had. Mr. Y. 

is now a ‘steady’ and has since 
told me that he figured that I was 
honest because I could have tried 

to sell him a bill of goods, but 
didn’t. 

Customer Number Four 
“I gained a real good rural ac- 

count by just taking the time to 
make a couple of phone calls,” 
Bultena reminisced. 

“Mr. Z., a rancher, ordered a deep 

freeze from me during a sale. It 

was due in the following Wednes- 

day, and Mr. Z. said that he’d come 

in on Thursday and get it. 

“Wednesday afternoon I was no- 

tified that the shipment would be 

two days late. I attempted to 

phone and tell Mr. Z. about the 

delay, but his phone wasn’t work- 
ing. Not wanting him to drive al- 

most 40 miles for nothing, I phoned 
a neighbor, asking if they could 
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get the message to Mr. Z. for me. 

He could, and did. Mr. Z. came in 
the following Saturday, and said 
that he didn’t think that ‘city 
fellers’ realized the inconvenience 
they could inadvertently cause 

their country cousins.” Bultena 
contends that this is a good point 

for any hardware store to avoid 
—“customer inconvenience.” 

Keeps Up To Date 

In the kitchenware department 

Bultena pays particular attention 

to the ever-changing color trends 
in plastic articles. This year the 

trade magazines predict that white, 

woodtones and yellow will be the 
popular colors. Bultena orders 
accordingly. 

He believes that the rising cost 

of labor is causing more home 
owners and businessmen to become 

do -it- yourself fans. Each time 

wages increase, more people tend 

to become amateur craftsmen. This 

trend is causing an increase in the 

sales of power tools to replace 

costly hand labor. 

Power tools are finding usage 

everywhere maintenance work is 

performed. The Coast - to - Coast 

carries a selection of power tools 

in a wide range of prices. A free 

demonstration is given to anyone 

who is interested. A demonstra- 

tion will often-times sell a doubt- 

ful customer by giving him the 

“feel” of the tool, and builds his 

self - confidence. Every hardware 

owner should be familiar with the 
power tools he handles. 

SELLING FEATURES of power saw 
are pointed out to customer by owner 
George Bultena. 

Keeps Windows Selling 

Bultena changes his window dis- 

plays at frequent intervals. Sea- 
sons, holidays, important local 

events, back-to-school days, etc., 

are some of the themes used. He 

makes his displays eye-catching, 
with the merchandise neatly 
grouped, and not crowded. Very 

little text material is used. Price 

tags are plainly marked and placed 
so that the viewer can see them. 

He uses many of the banners and 

posters sent to him by manufac- 
turers to accentuate a certain 

display. 

Prior to graduation, and again 
prior to school opening, Bultena 

builds his window displays around 

bicycles. These are two psycho- 

logically important times to push 
bikes. He far outsells his competi- 

tors in the bike department. 

“The margin of profit in a bike 

is small,” he says, “but the volume 

of trade takes care of some of this. 

The more important thing is that 
for every bike that I sell, the 

amount of bike accessories that the 

kids buy really makes it a profit- 

able item to carry. These kids are 
as proud of their bikes as the 

young adults are of their cars. The 

profits realized from lights, mir- 

rows, fender flaps, tires, tubes, etc., 

is not to be disregarded. Most 

youngsters will go to the place 

where the bike was purchased for 

his accessories.” 

This Cvuast-to-Coast store adver- 

tises extensively through the local 
paper and over the local radio 

station. About once every three 

months, sale catalogs are mailed 

out to people in the surrounding 
area. During the sale days the 

traffic throughout the store takes 

a very sharp increase. 

In regard to cutting the price of 

an item to be placed on sale, Bul- 
tena advocates that the first cut 

“should be a healthy one. If the 
item isn’t moving, you’re going to 

lose on it anyway.” However, with 

the exception of sales, be a one- 

priced store at all times. 

“A real good money-maker for 

me is a traffic table loaded with 

99¢ hardware items,” Bultena said. 

The turn-over on this table is so 

good that it is re-stocked every 

(Continued on page 24) 
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Award Honors Washington 

Hardware Clerk 

Judd Hardware 

Grandview, Wash. 

ATTENTION WAS FOCUSED 
on Judd Hardware, Grandview, 

Wash., recently, when Mrs. Jennie 

Boulware was chosen for the 

“Clerk of the Month” award. 

This award program is the brain- 

storm of the Rotary Club of Grand- 
view, a farming community of 3366 

persons, located in the Yakima Val- 

ley in south-central Washington. 

Choice of Mrs. Boulware as the 

“Clerk” was no surprise to the 

many farmers, ranchers and house- 

wives who have, since she joined 

Judd’s in 1949, looked to the slim, 

dark-haired woman for assistance. 
She knows what the customer 

wants and where to find the mer- 

chandise from among thousands of 
general hardware items. 

She is also adept at supplying 
“a thing-a-ma-jig that fits on the 

whatsis,” a request she finds so 

common it has ceased to be a joke. 

Knowing the merchandise—ap- 
pliances, general hardware and ex- 

tensive gift department —is only 

one reason the judging committee 

chose Mrs. Boulware as the “ideal 
saleswoman of the month.” 

“I try to treat each customer as 

I would like to be treated if the 

shoe were on the other foot,” she 

stated. “Each customer is an in- 
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"Clerk of the Month" Award Brings Recognition to Deserving 
Hardware Store Employee . . . Award Sponsors Find that Such 
Competition Rewards the Community With Improved Salesman- 
ship. 

"CLERK OF THE MONTH" Mrs. 
Jennie Boulware with awards. 

dividual and has his own prob- 

lems—which are important to him 

—even if it is a ‘two-for-five’ 
washer.” 

Tries to Satisfy Customers 

She definitely believes in chang- 
ing selling techniques to fit the 

customer, from the sober-sides to 

the practical joker. She is em- 

phatically against ‘“over-selling” 

and high-pressure tactics. 
“T think,” she says firmly, “a 

product’s good features should be 

stressed—then allow the customer 
opportunity to make an intelligent 
decision.” She finds a satisfied 

buyer is one who considers that 

“he sold himself.” The super-criti- 
cal and dissatisfied are those who 

feel they were the victim of a high- 
pressure salesman to whom “any 

sale is a good sale.” 

The experience of Judd’s star 

saleswoman is that “one repeat 

customer is worth a dozen one- 

time buyers.’’ She has built a large 

clientele of steady customers on 

her theory of salesmanship. 

She is quick to give her em- 

ployers, Dana Smith and Les Judd, 
all of the credit for her success as 

a saleswoman. The firm was known 

as “Smith and Judd” until the 

death of Smith last year. 

Was the award really meaning- 

ful to Mrs. Boulware? 

“Tt did seem at times,” she ad- 

mitted, “that after so many years 

on the same job I had become as 

much a part of the store as the 

fixtures. After winning the award, 

I know that was foolish. Custom- 
ers like good service—and that’s 

what I’m here for.” Obviously it 

does help to be appreciated. 

She wistfully commented, “I’m 

going to hate giving up the 

trophy.” 

(Continued on page 21) 
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MERCHANDISE displayed on perforated boards is 
checked by owner Carl F. A. Burow. Mrs. Burow arranges 
stock on lower shelf of display. 

SERVICE for a do-it-yourself customer is handled by 
owner Carl F. A. Burow personally. Here Burow (left) 
mixes paint for a maintenance man. 

Dealer Becomes Counselor’ to 

Apartment House Maintenance Men 

Parkway Hardware Co. 

Oakland, Calif. 

“ON MY OLD JOB,” says Carl 

F, A. Burow, owner of Parkway 

Hardware Co., Oakland, Calif., ‘“‘we 

didn’t have time to give individual 

service. It was a _ semi-self-help 

store and customers for the most 

part were supposed to wait on 

themselves. We would direct them 
and find the item for them, if 

necessary. But we couldn’t spend 

much time with them. 

“I always felt we could have 

made more sales if we had helped 

the customers more. So I made my 
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In Apartment House Neighborhood, Gives Special Attention to 
Maintenance Men ... Helps Them Pursue Do-It-Yourself Projects 
. . . Extends Service Outside the Store after Hours if Necessary 
at Nominal Cost 

mind up to do just that when I 

got my own place.” 

In May, 1955, Burow left his job 
as manager of the plumbing de- 

partment of a big downtown hard- 

ware firm and bought his own 

store in a neighborhood district of 

Oakland. He determined that as 
his own boss he would give “all- 

out service.”’ 

Burow put his policy into effect 

in the profitable business he took 

over. He soon found that his 

monthly sales were topping those 

of his predecessor, who had been 

known as a good merchandiser. 

Located in a district which had 

several apartment houses as well 

as homes, his store was getting a 

considerable amount of do-it-your- 

self business. 

“The maintenance men from the 

apartment houses would tell me 

their troubles,’ said Burow. “It 

might be something ‘the boss’ 

wanted fixed in the bathroom of 

an apartment and the maintenance 

man didn’t know how to do it. 
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“Because I had a knowledge of 

plumbing, I was able to help them. 
I'd find out the job they had to do 
and then suggest how it should be 

done. I’d cut the pipe for them, or 

whatever it was they needed. If 
they had trouble, I’d go over after 

I closed the store and help them. 
It was never much of a job... 
just patching. I'd charge them $4 
or $5. They were happy about it.” 

Because of this service, apart- 
ment house maintenance men 
passed “the word” along to their 
friends in similar jobs. It wasn’t 
long before Burow was selling and 
servicing apartment houses outside 

of his immediate area. 

This all-out service built busi- 
ness among home owners, too, most 

of whom were do-it-yourself cus- 
tomers. Having a problem of fix- 

ing a door, putting in a shelf, or 

maybe a bit of plumbing, too, they 

would ask Burow how best to do 

it. And he would explain in detail 

and make suggestions. 

“IT took a lot of time with some 

of them,” he said, ‘but they ap- 

preciated it, for they recommended 

me to their friends who would 
come in with their problems. Some- 

times I'd get calls for some item I 

didn’t carry. And I'd suggest they 
go to a downtown store. But they 
said, ‘No.’ They didn’t get any 

service there. And they would ask 

me to get the article for them. This 

meant a small profit for me.”’ 

Because of the extra work that 

came his way, Burow made contact 

with a handy man in the neighbor- 

hood who did small jobs for store 
customers at a reasonable charge. 

This helped build more good will 

for Burow. He also made contact 

with a plumbing contractor just 

setting up in business. This con- 

tractor, in return for jobs he got 

through Burow, bought his supplies 

from him. 

Asked if servicing customers “in 

detail” didn’t take too much of his 

time, Burow said “No.” He found 

that customers who wanted help 

would gladly wait until he was 

free. 

“In a neighborhood store,’ he 

said, “they don’t mind waiting as 

a rule. Those who are in a hurry 
are waited on by my wife, or the 

full-time clerk I hire. I have a 

pickup and delivery boy to send out 

on rush orders too.” 

Besides giving all-out service, 
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Burow also changed the setup of 

his store to display his merchan- 

dise better. The former owner had 

used display tables, 52 in. wide, 

affixed with bins, to display his 

stock. These tables were placed 

crosswise in the store, making 

many small aisles. 

Burow cut a foot off the width 

of these tables, put perforated 

boards two ft high in the center. 

He then placed the tables length- 
wise in the store, forming long 

aisles to improve the merchandise 

display. 

“We've had considerable com- 

ment from customers about this 

change,” he reported. “They said 

they could find the things they 

wanted a lot easier now. They also 

said they didn’t know we carried 

such a large stock. The fact is that 

I have added a little to the stock. 

The point is, however, I have been 

able to display more with per- 
forated boards, so it appears that 

we have a good deal more stock 

than before.” 

As a result of all-out service and 

innovations in display, Burow has 

been able to increase his business 

approximately 25 percent at a con- 
servative estimate. With more 

apartment houses coming into the 

area, he expects this figure will in- 
crease before long. 

“What it boils down to,” he said, 

“is service. Give it, and you will 

get the business.” 

Award Honors Clerk—(Cont. from page 19) 

Resultant radio and newspaper 

coverage has brought the “Clerk” 
award area-wide attention. The in- 

terest with which the program has 

been received by the public, and 

the enthusiasm the award has cre- 

ated in employers and employees 
alike, has far exceeded the humble 

expectations of the sponsoring or- 

ganization. 

The idea is one which could be 

copied to the advantage of hard- 

ware merchants everywhere. 

Rotary Developed Idea 

Earlier this year, Jack Quinn, 

versatile chairman of the Rotary’s 

vocational service division, looked 

around for a new way of putting 

his committee into action. This 

thinking gave birth to the “Clerk 

of the Month” program; a method 

of honoring the forgotten men and 

women whose job is to serve the 
public. 

The honor is bestowed monthly 

on an employee who best exempli- 

fies the ideal of service to the cus- 

tomer. 

In Grandview, the candidates in- 

clude the personnel of any em- 
ployer offering merchandise or 

service to the public. Besides retail 

sales people — receptionists, bank 

employees, secretaries, bookkeep- 
ers and city employees vie for the 

“Clerk” award. Whether the em- 

ployer or employee is a Rotarian 

or non-Rotarian is not considered. 

The chairman of the vocational 

service division chooses a new 

group of judges each month. These 

men or women consider all phases 

of the employee-customer relation- 

ship. The identities or number of 
judges are never revealed. The 

committee selects nominees indi- 

vidually and additional scrutiny 

produces the eventual winner. 

The “Clerk of the Month” is 
presented with a plaque and travel- 

ling trophy, which are displayed 

at the business establishment dur- 

ing the 30-day period. 

Award Helps All Salesmen 
In the opinion of store-owners, 

“It really peps up the salesmen!” 

Other bonus features of the 

“Clerk” program are marked im- 

provements in employer-employee 

relationships. Winning the award 

is as complimentary to the firm as 

to the honoree. 

Equally significant is the better- 

ment of buyer-seller relations—and 

a dawning realization by the pub- 

lic that the “Jenny Boulwares”’ are 
living, breathing people. 

Tennis Johnson, a store mana- 

ger and new chairman of the Ro- 

tary Club’s vocational service di- 

vision, is carrying on the idea 

promoted by his predecessor. 
In Johnson’s opinion, it has def- 

initely encouraged and brought out 

to personnel that “ideal service is 

a worthy enterprise.” 

What the vocational service di- 

vision “has sown and grown in 

Grandview” is now being reaped 

by the merchants. It could happen 

anywhere. 
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MOCK FIREPLACE is set up on stairway of the split- 
level store. The sign on fireplace, ‘Fireplace Scroens, 
Custom Made To Order" is typical of all Hayseed 
screen promotion. 

PERFORATED BOARD serves as a display rack for all 
hanging accessories in the fire screen line. In front of 
the wall a small area is devoted to screens, logs, grates 
and fireplace tools. 

Big Sales, No Stock With Custom Firescreens 

Hayseed Hardware 

El Cajon, Calif. 

FIREPLACES as a home necessity in the Pacific 

Southwest went out of style 50 years ago. However, 

they are popular again and installing both real and 

mock fireplaces in the home has proven to be big 

business with the Hayseed Hardware Store in El 

Cajon, Calif. 

The firm promotes fireplace screens and accessories 

as strictly a luxury line. The Hayseed Store has avail- 

able over 50 various models of screens with 18 differ- 

ent finishes and 100 associated items, such as decora- 

tive bellows, shovels and andirons. 

By implanting firmly in the mind of customers that 

these fireplace screens are strictly custom-made, the 

store can order these screens from the factory as 
sales come in. It is not necessary for the firm to tie 

up its own financing and storage space. This type of 

merchandising has meant over $25,000 a year in sales 

to the store. 

“We promote our fireplace line,” says owner, Ralph 

May, “in our regular newspaper ads and also in the 

classified section of the daily newspaper with the 

heading ‘custom-made fireplace screens.’ We offer free 
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estimates to those who will allow us to come into their 

homes to measure their fireplaces for our custom line. 

This is generally enough to have the customer let us 
come to their homes with the factory catalog. 

“Another big outlet for these accessories is created 

through contacting contractors who are building new 

dwellings. This combined effort with both construc- 

tion contractors and the general public allows us to 

achieve a maximum of sales with a minimum of 
actual investment,” asserted May. 

The only display space that is taken up in the Hay- 

seed Hardware Store is one perforated board on the 

wall on the upper level of the split level hardware 

store. It displays many of the accessories and wall 

hanging items. The area in front of that wall displays 
screens, logs, grates and fireplace tools. Also a small 

mock fireplace display is placed on the landing of the 

stairs leading up to the top level. 
“While there is generally a two- to three-week de- 

livery time on items ordered,” says May, ‘“‘we find that 

our sales are seldom affected since our customers ex- 

pect this time lag when ordering ‘custom-made’ equip- 

ment,” concluded May. 
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How to Sell Copper Pipe and Fittings 

Southern California Dealer Sells 
$600 Worth of Pipe and Acces- 
sories Each Month . . . Each 
Sale is a Big-Ticket Item. 

“Sammerhead Hardware 

La Mesa, Calif. 

AFTER ADDING UP the custom- 

er’s list of materials, Tom Smith 
handed the bill to his customer. 
It came to $38.77. The customer 
was happy to pay the bill which 
was for % in. copper pipe and 
fittings. 

“T can’t thank you enough,” the 

customer said. “You really solved 
a problem for me!” 

This same transaction was re- 
enacted 16 times during June, 1961, 
at Hammerhead Hardware, 7769 
University Ave., La Mesa, Calif. 
It resulted in over $600 of gross 
income. 

AVERAGE BILL OF 

MATERIALS 

56 feet of pipe @ 33 cents 
per foot 

8 adaptors @ 41 cents 

2 adaptors @ 31 cents 

1 valve @ $1.35 each.... 

1 side outlet tee @ 55 

cents each 

1 hose bib @ $1.25 each. . 
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SOLDERING TOGETHER part of a do-it-yourself plumbing kit is Tom 
Smith, owner of Hammerhead Hardware. No charge is made for labor. 

“Sixteen sales at between $35 
and $40 each is a little higher than 

our monthly average,” Smith ad- 
mits, “but we can count on between 

10 and 15 such sales monthly, year 

around.” 

It all started when a customer 

complained about his water pres- 
sure. He wanted to call a plumber 

but the high cost of plumbing work 
dissuaded him. Smith explained 

that his problem might be insuffi- 

cient water flow, not lack of pres- 

sure. Smith said, “Sometimes wa- 
ter pipes corrode and fill up, reduc- 
ing flow. Why not replace your 

pipe leading from the meter to the 
house with copper pipe. You will 
get better flow, have far fewer 

problems. Do it yourself!” 

An idea occurred to Smith. 

“Go home,” he said, “and meas- 
ure the distance from your meter 

to the house connection; be sure 

to include the laterals (ups and 
downs) in your measurements. 

Bring me a rough sketch showing 

exactly what is needed. Together 

we can solve your problem with 
minimum expense to you.” 

The customer was nonplussed, 

but that night he returned with 

the drawing and exact measure- 

ments. “In 15 minutes we had cut 

copper pipe and soldered on fittings 

and unions so that all that was re- 

quired for installation,” Smith con- 

tinued, “was that the galvanized 

pipe be removed and the copper 

pipe screwed together section by 

section. No additional cutting or 

soldering would have to be done by 

the customer. In short, we pro- 
duced a ready-to-use, do-it-your- 

self, plumbing job.” 

The work involved was so insig- 

nificant that no charge for labor 

was made. The sale for the copper 

pipe and fittings, however, grossed 
a nice $40. This meant, Smith real- 
ized, about $15 net on a single 

(Continued on page 29) 
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Storage Wall Dispenses Rope 

Salinas Hardware Co. 

Salinas, Calif. 

A UNIQUE METHOD of displaying rope has helped 
Salinas Hardware Co., Salinas, Calif. achieve a healthy 

increase in rope sales. 
The rope is kept in a storeroom. Through holes 

drilled in the wall, the rope extends into the retail 

portion of the store. Beside cach rope end is a label, 
listing kind of rope, size and price. To sell the rope, 

all that is necessary is to pull out the length needed 

and cut it off. 
Displayed near the parking lot entrance of the store, 

it reminds customers of the need for rope and boosts 

impulse sales. Important, too is the fact that the area 
which previously was needed “or the rope display is 

now available for other items. Having the rope stock 
out of sight and out of the way in the stock room has 

yf 
; : 

HIDDEN BEHIND WALL are space-consuming rolls of 
rope. Only rope ends are visible in retail portion of 
store. Labels beside each rope end list size, type and 

proved a big improvement. price of rope. 

New Customer: Gain for One Dealer 
(Continued from page 18) 

two weeks. This table comes in 

handy in moving “dead stock” in 
the low priced range from other 
parts of the store. If he feels that 

he’s going to take a beating on a 

shop-worn item, he tosses this 

item on the traffic table, rather 
than re-price it, or hold it over 

for the next sale day. 

Takes Customer’s Side 

Any customer having any sort 

of a problem in the way of ex- 
changes, return of items, etc., is 

cheerfully dealt with. He tries to 
be one hundred per cent fair with 

the customer, and if the case calls 

for it he will plead the customer’s 

case with the manufacturer. 
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With personalized service in 

mind, Bultena always tries to be 

available to deal with various cus- 

tomer problems, and often times 

will put his own personal contacts 

to work for a customer. He will 

give a recommendation to his 

banker, or other businessmen if 

he feels this will be of help to a 

customer. 

When asked about his credit 

policy, Bultena said that all of his 

customers with established credit 

are on a 30-day, open account 

basis. On the more expensive items 

to be financed, he sells the con- 

tracts to the bank or a finance com- 

pany purchases the contracts. 

Active in Public Affairs 
Bultena believes in identifying 

his store with the public. All local 

drives and charity organizations 

are fully backed. He participates 

in all important local events, and 

in any sales promotional scheme 
which the local merchants may be 

sponsoring. He is a member of the 

Lions Club, and a member of the 

Chamber of Commerce. 
He strives for the regular cus- 

tomer. By offering personalized 

service, and guaranteeing satisfac- 

tion in a one-priced store, he feels 

that he is on the right track. He 
believes in building solid business 

by providing service and selection, 
and says that you have to display 
and demonstrate merchandise in 

order to sell it. He finds it impor- 

tant to create a pleasant shopping 

atmosphere. 
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Pacific Southwest Hardware 

Holds First Arizona Meet 

FOR THE FIRST TIME, mem- 

bers of the Pacific Southwest Hard- 

ware Association held their annual 

convention in Arizona. A total of 

373 dealers, distributors and manu- 

facturers’ representatives were in 

attendance. The convention and 

Management Institute was held at 

Hotel Valley Ho, Scottsdale, Ariz., 
Oct. 9-10. 

The opening session on Monday, 

TOUR OF STORES around Scottsdale, Ariz., was high- 
light of convention. Thryl Stapley, vice pres. of Stapley 
Stores, shows George Green, Sr., Long Beach, Calif. 
(left), and Maurice Hellman, Los Angeles, use of fire- 

In photo at right, dealer- 
distributor panel discuss plans for meeting competition 
arms in store's target range. 
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373 Attend Pacific Southwest Hardware Association's An- 
nual Convention Held for First Time in Arizona . . . Tour of 
Stores and Panel Discussion Plus Timely Speeches... W. A. 
Robb Elected Association President for 1961-62 . . . Con- 
gressman Ray T. Madden Featured Speaker of Convention 

Oct. 9, was an industry luncheon. 

Main speaker was Russell R. Muel- 
ler, managing director of the Na- 

tional Hardware Association. Muel- 

ler presented plans for the coming 

Hardware Week, April 26 — May 

5, 1962. Theme of the event will be 

‘Happy Home Values.” 

Following the luncheon, the hard- 

ware men boarded buses for a tour 

of local hardware stores in and 

around Scottsdale. The visit cov- 

ered the O. S. Stapley store at 
Mesa, Ariz.; L. L. Smith Hardware, 

Phoenix; and O’Malley Scottsdale 

Hardware and Lumber, Scottsdale. 

Wives attending the convention 

were taken on a conducted tour of 

Frank Lloyd Wright’s famous 

“Taliesin West.” 

Returning from the tour, dealers 

were greeted by a reception hosted 

in 1962. Panel members are (from left): Andy Kasen, Von 
Tobels, Las Vegas, Nev.; Wendell Flewelling, merchan- 
dising manager, Stapley Stores, Ariz.; Jack Noonan, 
Noonans, Santa Monica, Calif.; Ken Munro, Munro's 
West Los Angeles Hardware; and Arnold Poole, presi- 
dent, Great Western Hardware, Calif. and Ariz. 



by M. E. Taylor & Son, American 
Hardware Insurance and American 

United Insurance. 

Dinner followed with past presi- 

dents, past board members and 
current board members as guests 

of the association. Other special 
guests attending included Mr. and 

Mrs. George Green, Sr., Long 

Beach, Calif., past president of 
NRHA; Mr. and Mrs. Charles Rug- 

gles, Guerneville, Calif., board 

member of NRHA; California Re- 

tail Hardware Association presi- 

dent Byron Bolfing, Berkeley, 

Calif.; and Russell R. Mueller, 

managing director of NRHA. 
Tuesday’s activities began with a 

Management Session. Otto Grigg 

PROGRAM PLANS are given last- 
minute check by Otto Grigg (left) 
and Mr. and Mrs. Bob Callahan. Re- 
tiring president Callahan is the sec- 
ond association president with the 
same name. His father held the office 
in 1918. 

introduced Herb True of Ideas, 

Inc., South Bend, Ind. He presented 

sales technique possibilities with 
his subject, “How Long Has It 

Been Since You Created Something 
For Your Business.” 

A special sales award was made 

at the end of the morning session. 

Ed Hallock, vice president of Cali- 
fornia Hardware, Los Angeles, ac- 

cepted the trophy won by sales- 

man Don McLaughlin as hardware 

salesman of the year. The recog- 

nition was sponsored jointly by the 
Los Angeles Sales Executive Club 

and the Pacific Southwest Hard- 
ware Association. 

At the same time a scholastic 
award was presented to Mrs. Wal- 
ter Spring of Spring Hardware, 

Tucson, Ariz. Her award was in 

honor of her high scholastic grade 

attained in Advanced Course in 

26 

Hardware Retailing sponsored by 
the association. 

Afternoon activities included 
speaker B. D. Hardwick, Hardwick 

Associates, Beverly Hills, Calif., 

who talked on employee personnel 

control problems. Glenn Cornwell of 

Cornwell & Kelty Hardware, Glen- 
dale, Calif., told the group how 

their store celebrated its 50th an- 

niversary all year. The theme pro- 

vided material for a year-long sale 
for added profits. 

A dealer-distributor panel closed 
the afternoon business sessions. 

The subject of the panel discussion 
was, “How I Plan To Meet Com- 

petition in 1962.” On the panel 
were Jack Noonan, Noonan’s, Santa 
Monica, Calif.; Andy Kason, Von 

Tobels, Las Vegas, Nev.; Ken Mun- 

ro, West L. A. Hardware, West Los 
Angeles; Wendell Flewelling, mer- 
chandising director, O. S. Stapley 

Stores, Ariz.; and Arnold Poole, 

Great Western Hardware Co., Los 

Angeles and Phoenix. 

Tuesday night the dealers en- 
joyed dinner with the theme of, “A 
Night At The Red Dog Saloon.” 

Dinner was served in a reproduc- 

tion of an early Western saloon. 

The closing day of the conven- 

tion opened with introduction of 
the new officers of the association 

by outgoing president Robert Cal- 

lahan, Callahan Hardware, Los 
Angeles. New president for 1961- 

62 is W. A. Robb, W. A. Robb 
Hardware Co., Ridgecrest, Calif. 

Norman A. Montague, Montague- 

Graham Hardware Co., South Gate, 
Calif., was elected 1st vice presi- 

dent. Walter Spring, Spring Hard- 

ware & Supply Co., Tucson, Ariz., 

was elected 2nd vice president. 

Board of directors elected for 

the new term include Joe Omweg, 

Omweg’s Hardware & Nursery, 

Carpinteria, Calif.; George Harlow, 

Wasco Hardware, Wasco, Calif.; 

Bill O. Gardner, Montrose Hard- 
ware, Montrose, Calif.; Chester 

L. Duncan, Puente Hardware & 
Appliance Co., La Puente, Calif.; 

D. W. Andrews, Andrews Hard- 

ware, Los Angeles; Edmund J. 
Rea, Rea’s Hardware, Hermosa 

Beach, Calif.; Leslie R. Orr, DeJong 

and Sons Hardware, Bellflower, 

Calif.; Bob Reed, Reed Tewinkle 

Hardware, Costa Mesa, Calif.; Paul 

Nadorff, Hemet Hardware, Hemet, 

Calif.; Hayden E. Robertson, Ber- 

«ane 

DURING MANAGEMENT SESSION, 
Glenn Cornwell, Cornwell & Kelty 
Hardware, Glendale, Calif., told of 
50th anniversary promotion results 
produced by his store. 

ger Hardware Store, San Diego; 

and Paul E. Dauwalder, Scottsdale 
Hardware, Scottsdale, Ariz. 

Elected to the advisory board 

were the following: Robert Calla- 

han, Callahan Hardware Co., Los 

Angeles; Jack Noonan, Noonan 
Hardware Co., Santa Monica, 
Calif.; and John W. Herman, Es- 

condido Hardware, Escondido, Calif. 
The closing speech of the con- 

vention was Congressman Ray T. 

Madden of Indiana. He outlined his 

Quality s.9bilization Bill HR 116 
which he will introduce to Con- 

gress during the next session. 

The convention closed with the 

new president W. A. Robb accept- 

ing the gavel of his new office. 

SALES TROPHY is presented to Ed 
Hallock (right), vice pres., California 
Hardware, Los Angeles, by Bob 
Callahan, president of Pacific South- 
west Hardware Association. Trophy 
was won by Bob McLaughlin of Cali- 
fornia. Hardware as ‘Hardware 
Salesman of the Year.” 
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RETIRING PRESIDENT PRICE 
FINISHES SECOND TERM 

Timely Subjects Presented at Joint Convention of Wholesalers 
and Manufacturers at Atlantic City . . . First Report of Motiva- 
tion Survey Given by Marketing Consultant 

The National Wholesale Hard- 

ware Association along with two 
other allied groups met in Atlantic 

City October 22-25 for their annu- 

al convention. As usual they were 

joined by the National Association 

of Sheet Metal Distributors and the 

American Hardware Manufacturers 

Association. 

Howard W. Price finished up his 

second term as president of the 

National Wholesale Hardware As- 

sociation. He was succeeded by 

James P. Townley, Townley Metal 

& Hardware Co. 

In his welcoming address to the 

delegates, Price met the mass mer- 

chandising trend headlong. He 
pointed out that most discount 

houses were located in metropoli- 

tan areas, where only 28 per cent 

of the population reside. He be- 

lieved the wholesaler - hardware 

dealer combination would continue 

to serve all metropolitan dealers 

as well as the 72 per cent balance 

in a very satisfactory way. 

PRESIDENT MEETS PRESIDENT . . . Tony 
Manno (left), who heads up hardware 
retailers, and Howard Price, the whole- 
salers’ head. 
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A highlight of the joint meet 

was a report by Reed Drummond, 

Marketing Consultant of Glenview, 

Ill. who discussed the preliminary 

study of 12 wholesalers which was 
made to determine ways to moti- 

vate wholesale salesmen to become 

merchandising consultants for their 

hardware dealer accounts. 

In his discussion about what was 

discovered regarding retailers, he 

said “in many instances the retail 

hardware store was difficult to find 

compared to the drug store, the 

dress shop, the bowling alley, the 

loan office, the pizza palace and the 

five and ten or variety store to give 
you a few examples.” 

His conclusion was, ‘‘the average 

retailer of hardware does a very 

secondary job of identifying his 

place of business either by person- 

al name or the nature of his busi- 

ness. Eight out of 10 stores do not 

understand the connection between 

good advertising and good light- 

ing. 

RETIRING PRESIDENT Price 
hands gavel to new wholesalers’ 
prexy, James P. Townley. 

FOUR WESTERNERS meet at lunch 
to chat about convention. They are 
(left to right) Louis Zork, chairman, 
Zork Hardware, El Paso: Wakefield 
Baker, Jr., Baker & Hamilton, San 
Francisco; Ben Martch, exec. vice- 
pres., Zork; and Rudolph Dreyer, 
pres., Zork Hardware of New Mex- 
ico, Albuquerque. 

RESTING AND TALKING at a con- 
ference booth are Shannon Cran- 
dall, Jr. (left) and E. P. Hallock 
(right), president and sales manager 
respectively of California Hardware, 
Los Angeles. 

EX-PRESIDENT Price meets wife after last 
session and shows her silver tray given 
to him by the association. 



RETIRING is Paul C. Nichol- 
son, Jr. (left), who greets new 
manufacturers President, 
R. L. Waterman. 

The study will be continued on 

a larger scale throughout 1962. 
Drummond was hopeful from the 
preliminary studies that the proj- 

ect would prove of great benefit 
to both wholesalers ana dealers. 

Groups Elect Officers 

Howard W. Price becomes the 

newest member of the wholesaler’s 

SAN FRANCISCO FIRM, 
Schlage Lock Co., has Mar- 
ron Kendrick, pres., and two 
others in booth. 

WESTERN 

firm's accounts. 

advisory board. The only other 

Westerner on the board is Shannon 

Crandall, California Hardware Co. 
Two Westerners were elected to 

the executive committee. Their 

term expires in 1964. They are U. 
J. Kuhre, Strevell-Paterson Hard- 

ware Co., Salt Lake City and S. T. 
Exley, Harper & Reynolds Corp., 

Los Angeles. 

representative PORTLAND 
Dave Riser (right), Lippin- P & C Tool Co., has B. H. 
cott Co., stops at one of McClain (left) and F. M. 

manufacturer, 

Kastel, Jr., in booth. 

The manufacturers elected R. L. 

Waterman, Corning Glass Works 

to succeed Paul C. Nicholson, Jr., 

Nicholson File Co., who becomes a 

member of the advisory board. 
The National Association of 

Sheet Metal Distributors elected 

Noel E. Girard, Girard Steel Sup- 

ply Co., as president succeeding 
Robert W. Mason. 

Montana Hardware Men Hear 

Challenge of New Era 
THE CHALLENGE of the new 

era was the theme of the 53rd an- 
nual convention of the Montana 

Hardware and Implement Associa- 

tion at Great Falls, Mont., Nov. 3-4. 
Hardware men were encouraged to 

meet the problems of today’s busi- 
ness by using tools available to 
them. 

Better service, larger assort- 

ments of goods and improved qual- 

ity of products were some of the 
tools that were suggested that deal- 

ers use to meet the challenge. “We 
are at the end of one era in retail- 

ing—from World War II to today 

—and now on the threshold of an- 

other,” said W. G. Panschar, asso- 

ciate professor of marketing at 

Indiana University, Bloomington, 

Ind. “The growth of automobile 

transportation, the shift of popu- 

lation to the suburbs and the rise 

of the supermarket are factors 

which have caused the new era. 

The new customers are more in- 
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formed and after more convenience, 

and know about margins and 
prices,” he concluded. 

Other speakers heard by the 

more than 500 hardware men in 

attendance, included Rick Lambert, 

director of industry relations for 
the National Retail Hardware As- 

sociation. He stated that hardware 

dealers are meeting their problems 
and also the threat of discount op- 

erators as well. 
B. F. Andrikopoulos, division 

manager in Billings, Mont., for the 

Rocky Mountain Oil and Gas Asso- 
ciation, stressed the need for busi- 

nessmen to take an interest in gov- 

ernment. He said that the objects 

of capitalism are in tune with the 

all-time concept of freedom .. . 

freedom and the right to partici- 

pate in affairs of state. 

The president of the National 

Retail Farm Equipment Associa- 
tion, Herbert E. Owen, St. Louis, 

Mo., urged hardware men to watch 

expenses. This did not mean, he 

said, to overlook business oppor- 
tunities. Modernizing stores and 

taking advantage of help offered 
by manufacturers for dealers are 

two opportunities not to be over- 
looked. Cooperation with other 
dealers and aid from their associa- 

tions are other ways dealers can 
keep a check on expenses and oper- 
ating costs, he claimed. 

Calvin D. Johnson, public affairs 
assistant to the president of New 

Holland Machine Co., and a for- 

mer Illinois congressman was a 

guest speaker. His topic covered 
the “Food for Freedom” program 
with the United Nations doing the 

distribution. 

New officers of Montana Hard- 

ware and Implement Association 

elected during the convention were 

A. S. Hagenston as president from 
Glendive, Mont., to succeed Neil B. 
Beatty of Great Falls, Mont. 
Elected vice president was Herbert 

J. Zent, Hysham, Mont. Albert J. 
Gates, Lewiston, Idaho, was elected 

a director. 
Past president Beatty became a 

carry-over director. He joins Gates 

and six other members of the 
board of directors. 
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Department Buyer-Manager 

(Continued from page 11) 

Formica drainboards, all moldings, 

adhesives, felts. 

To facilitate sales, McLaughlin 
lined up a piece-work floor and 

drainboard man. Thus, the store 

can offer the customer both prod- 

ucts and installation. This is an 

additional drawing card. 

Under McLaughlin’s direction, 

the linoleum department grosses 
$20,000 a year. 

Grosses $25,000 Per Year 

In 20-ft Paint Dept. 

Beck, himself, handles the paint 

department. Although modest, he 

is obviously an expert in counsel- 

ing, color mixing and merchandis- 

ing. He grosses about $25,000 a 
year on paint, using about 20 feet 
of display space. 

“The technique for selling paints 
in a hardware store, as I see it,’ 

says Beck, “is to carry a big enough 

paint line to compete with spe- 
cialty paint stores. But, a hard- 
ware dealer cannot ordinarily give 
that much display space to paint. 

So, what I do is display two or 

three cans of each type of paint 

and maintain a good back up stock 

in the warehouse. You also need a 

supplier who is willing to make 
special deliveries on order.” 
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BOARD ON TOP of swivel unit holds 
sample tacks with description of their 
uses. Single tack is stuck in each box 
lid for quick reference. 

Beck has two paint blending ma- 

chines—for two different brands. 
“The initial investment is heavy, 
but it saves in the long run be- 
cause the machines permit higher 

unit profit and cut down the need 

for a huge stock. Then, too, you 

don’t get stung by speculating on 
a season’s popular colors. What- 
ever the color, you can mix it.” 

INVENTORY of the linoleum department runs to about $3,000. Under 
Don McLaughlin's direction, it grosses $20,000 annually. 
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Virtually all paint sales are made 
to “do-it-yourselfers,” attracted 
from not only Beaumont, but also 

nearby Banning, Riverside and 

Palm Springs. 

“People are willing to drive for 
a few minutes if they know they 
can get exactly what they want,” 
points out Beck. 

Beaumont Hardware’s depart- 
ment heads are no one-subject 

automatons, useless in general 

merchandising. “Any one of our 

department heads can double in at 

least one other line. Of course, 
they never let a customer stand 

around waiting simply because they 
are buying in another department,” 

says Beck. 

“The value of having your people 

specialize lies in the fact that hard- 

ware stores are becoming more 

and more like department stores in 

some ways. In order to increase 

profits, it is necessary to handle 
more lines. One man can no longer 

hope to know the deeper aspects 
of the many lines a store must 

carry. ; 
“It, therefore, makes sense (and 

dollars) to do a reasonable amount 
of departmentalizing, setting up a 

buyer-manager head and giving 

him free rein to investigate and 

produce the profit potential of his 

specialty.” 

How to Sell Copper Pipe 

(Continued from page 23) 
sale!” He was ready for more like 

that. He got them. 

The original customer was so 

pleased with the results and cost, 

that he began spreading the good 

news. Word of mouth has resulted 

in a steady flow of sales in this 

line. Sure that he is not yet keyed- 
in to the full potential, Smith is 

currently working out a series of 

ads, small display and classified. 

“We are fortunate in being lo- 

cated in a neighborhood where old 
plumbing is plentiful,” says Smith. 

“But being located in new develop- 

ment areas should not deter the 

hardware dealer from cashing in 
on a consistently good income pro- 
ducer. At least half of our cus- 

tomers in this line come from 

neighorhoods outside of our area. 

We are convinced that our planned 
newspaper ads will attract them 
from all over San Diego county.” 

JRC 
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IW Es Va 
PRODUCTS 

HERE IS LATEST INFORMATION ON NEW AND IMPROVED MERCHANDISE 

YOU CAN SELL. FOR MORE INFORMATION CIRCLE NUMBER ON INQUIRY 

LIGHT BELT SANDER for heavy 
duty, dustless sanding weighs only 7 
lb. Its 4%4-amp motor drives 3-in. 

belt at 850 surface ft per minute. Fan 
cools, keeps work dust-free. Retails 
at $44.95—Wen Products. 

For Details Circle 100 on INQUIRY CARD 

GLIDE over ice or hard-packed snow 
in a 4-hp three-runner sled. Inset 
shows chain-clad center drive wheel 
which powers sled to speeds up to 
16 mph. Skis replace runners on 
snow.— Northern Mfg. Co. 

For Details Circle 101 on INQUIRY CARD 
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HIDDEN AUTO RUST damage is 
stopped with this Snorkel Kit. Con- 
tents will coat insides of four doors 
and two rocker panels. Snorkel elimi- 
nates need for removing upholstery. 
—Rust-Oleum Corp. 

For Details Circle 102 on INQUIRY CARD 

SNAP FASTENERS end sock sort- 
ing by keeping socks together during 
washing and drying. Can be used on 
dresses, blouses, shirts, pants, shorts, 
searf, etc. Retails for $4.95.— Zip 
Fastener Co. 

For Details Circle 103 on INQUIRY CARD 

MARINE TRAVEL BASKET fea- 
tures plastic swing-out compartmert 

for use under seat or dashboard or 
against vertical surface. Snaps out 
easily for use as emergency bailer.— 
Mitchell Metal Products, Inc. 

For Details Circle 104 on INQUIRY CARD 

TRICYCLE of new design turns at 
both ends like hook-and-ladder truck 
for safe, thrilling ride. Lever controls 
locking pin to free wheels for turns. 
— Wheel Goods Div. American Ma- 
chine & Foundry. 

For Details Circle 105 on INQUIRY CARD 

HARDWARE WORLD 



LABELS on self-adhesive vinyl made 
quickly with hand embossing tool. 
Turn dial to letter or numeral de- 
sired, squeeze handle to produce la- 
bels for numerous uses. — Dymo In- 

dustries, Inc. 

For Details Circle 106 on INQUIRY CARD 

FALLOUT SHELTER ventilators for 
medium size shelters. Choice of hand- 
operated or motor-driven unit. De- 
liver up to 50 cu ft of fresh air per 
minute (family size); 375 ft for 
medium size.—Buffalo Forge Co. 

For Details Circle 107 on INQUIRY CARD 

HOSE-END SPRAYER has new self- 
cleaning feature without tools, via 
needle housed in lower barrel of ex- 
tension. Calibrated jar holds 6 gal 
liquid or wettable powder insecti- 
cides.—R. E. Chapin Mfg. Works Inc. 

For Details Circle 108 on INQUIRY CARD 
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CABINET HARDWARE line fea- 
tures four knobs and two pulls. 
Knobs include bevel edge and convex 
designs; both “V” and “S” pulls. List 
prices as low as 27¢.— Washington 
Steel Products, Inc. 

For Details Circle 109 on INQUIRY CARD 

HOLLOW GOLF BALLS that look 
like the real thing to help golfers 
keep wood game in shape in winter. 
Made of Geon vinyl, they have built- 
in tee. Feel, act like real ball in flight. 

—Sinclair & Rush, Ine. 
For Details Circle 110 on INQUIRY CARD 

BATTERY operated ventilator main- 
tains room temperature via interior 
thermostat. Shelter apron keeps out 
insects, rain and snow. Two sizes fit 
large or standard windows.—Electro- 
Vent Corp. 

For Details Circle 111 on INQUIRY CARD 

Fe 

DUAL PURPOSE luggage-furniture 
serves as both luggage and furniture. 
Standard size suit case or overnight 
ease can be stacked in combinations 
in bedroom when not in use.—Mal- 

tralin Co., Inc. 
For Details Circle 112 on INQUIRY CARD 

HOSE REEL offers convenience of 
winding and unwinding hose without 
disconnecting hose from faucet. Con- 
verts to separate utility truck. Just 
turn on water, adjust nozzle and 

sprinkle-—O. Ames Co. 
For Details Circle 113 on INQUIRY CARD 

CUTTING wheel converts tubing cut- 
ter for use on thin or heavy wall 
rigid plastic tube. Cutter gives abso- 

luteley perpendicular cut every time. 
Wheel can be stored 
Ridge Tool Co. 

For Details Circle 114 on INQUIRY CARD 

in handle. — 
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Use Inquiry Postcard for Further Information About NEW PRODUCTS 

DISSOLVE RUST in minutes without 
scraping or sanding. Liquid rust re- 
mover combines chemically with 
metal to form waterproof coating 

that protects surface after applica- 

tion.— Woodhill Chemical Corp. 
For Details Circle 142 on INQUIRY CARD 

* 

STAY PUT sink stopper is made of 
vinyl, with 5-in. diameter said to fit 

any drain. Available in three colors 

to match 15 other Lusirco-ware sink 

accessories.—Columbus Plastic Prod- 
ucts, Inc. 

For Details Circle 143 on INQUIRY CARD 

SELF-ADHESIVE SHELVING 
waterproof, washable and mildew- 
proof vinylfilm. To apply, simply 
place on shelves, cut to size and fold 
scalloped edge and crease.—Synthetic 
Fabrics, Inc. 

For Details Circle 148 on INQUIRY CARD 
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YOUNGSTERS HAVE FUN while 
they develop natural balance. Circa- 
Walk is a %-in. steel bar with rub- 
ber-tire wheels. Deluxe model (left) 

has snap-on trainer wheels and ped- 
als.—Die Casting Finishing Co. 

For Details Circle 147 on INQUIRY CARD 

HEAVY-DUTY FIXTURE KIT con- 
tains wire units for use with perfo- 
rated board. Includes 16 self-locking 
fixtures plus six each mounting spac- 
ers and screws. Solves many storage 
problems.—Turnbuckles Inc. 

For Details Circle 146 on INQUIRY CARD 

CASUAL CHAIR comes foam-padded 
and covered with washable plastic. 
Steel frame is finished in bronze-tone 

enamel. Packed knocked down, it sells 
for $9.95.— Pennant Div., Novo In- 
dustrial Corp. 

For Details Circle 144 on INQUIRY CARD 

FLOATING KNIFE has handle of 
new lightweight material. Blade will 
not rust or corrode. Non-porous han- 
dle will not discolor. “Safe-Grip” 
comes in right- or left-hand models. 
—Safety Products Corp. 

For Details Circle 149 on INQUIRY CARD 

SAFETY SPRING HOOK prevents 
cups from falling. Light pressure re- 
moves or replaces cup. Use also for 
hanging small tools or as hangers in 
shipboard galleys. Choice of five 
colors.—Gries Reproducer Corp. 

For Details Circle 151 on INQUIRY CARD 

: 

WOOD BITS are designed for tele- 

Fibb- 45 FF FTI “et wt wt et wt wt et et ete 

phone and power linemen. For use 
in impact wrenches, these bits are 
forged in one piece and heat treated 
full length for strength and safety. 
—Irwin Auger Bit Co. 

For Details Circle 150 on INQUIRY CARD 

HARDWARE WORLD 
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Self-service display merchandiser 

from CAMPBELL CHAIN 

doit i do it yourself... 

oe 1. 
a » OS Viv 

with CHAIN 
IRRIGATOR and sprinkler combina- 

tion serves either purpose with a 
twist of the wrist. Turn nozzle to 
right for sprinkler action. For irri- 
gating turn left past shut-off posi- 

tion—Say Mar Products. 
For Details Circle 115 on INQUIRY CARD 

with CAMPBELL CHAIN 

i 

‘ay = 
tm 

LIFT up to 2000 lb with portable 
winch weighing only 6 lb. Other uses: 
pulling car from ditch, moving furni- 

ture, hanging game, towing or bend- 
ing wood or pipe.—Gra-Tite Mfg. 
Div., Gray Properties, Inc. 

For Details Circle 116 on INQUIRY CARD 

Two useful chain merchandisers with Front loading * Handy chain-end 

a variety of small welded and weld- holder * Bins for accessory items 

less chain assortments and Proof Coil * Interchangeable reels Sug- 
‘ < ? gested price stickers * Variety of 

Assortments in 3/16” through 3/8’s. assortments * Cutters for light 

All reels are interchangeable. The chain assortments free . . . nom- 

Merchandiser takes up only one inal charge for cutter for Proof 

square foot. Give chain a better dis- | Coil Chain assortments. 
play that will mean more sales... | Get information from your Campbell 

and you earn over 100% markup. wholesaler, or write direct. 

PORTABLE stove that folds up (up- | 
per right) into 10x19x9¥,-in. unit. | 

sae eres item. vhn ed So | _ CAMPBELL CHAIN COMPANY 
oe ae ee mm 3 FACTORIES: York, Pa; West Burlington, lowa; Union City, Calif. 

For Details Circle 117 on INQUIRY CARD | — iy WAREHOUSES: Medford, Mass.; Atlanta, Ga.; Dallas, Texas; 

Chicago, Ill.; Portland, Ore.; Seattle, Wash.; Los Angeles, Calif. 

For Details Circle 7 on INQUIRY CARD 



Taylor's 
Poly Bags 

Such items as TM Log Chains, TM 
Tow Chains, Halter and Dog Chains 
are packaged in poly bags to speed 
self-service sales— boost turnover for 
you. Taylor’s gleaming new Dura-plate 
finish on ail zinc-plated chain... the 
popular TM Chain Salesmaker with the 
rugged new Tayco Reels...the 
handy metal Tay-Pails are additional 
sales helps that make Taylor the pref- 
erence of dealers everywhere. Start 

getting your share of the big, everyday 
chain sales right away. Call your whole- 
saler or write today. You'll like our 
“Jack-Rabbit Service!” 

Chain is our specialty — not our sideline! 

S.G. TAYLOR CHAIN CO., Inc. 

Hammond, Indiana 

WEST COAST OFFICE AND WAREHOUSE 

2343 Saybrook Ave., Los Angeles 22, California 

ayior 

SINCE 
1873 

For Details Circle 8 on INQUIRY CARD 
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PIN STEEL, CONCRETE and other 
tough materials with a hammer- 
driven fastening tool. No drilling or 
bolting required. ‘iasy-to-read depth 
marks are engraved on the barrel.— 
Remington Arms Co., Inc. 

For Details Circle 153 on INQUIRY CARD 

CRYSTAL CLEAR EPOXY adhesive 
repairs transparent objects like glass- 
ware, eyeglasses and jewelry. Apply 
with a specially constructed tube cap. 
It cures without heat or pressure.— 
Devcon Corp. 

For Details Circle 154 on INQUIRY CARD 

RUBBER BASE roofing sealant will 
seal metal, ceramic, wood or masonry 

joints. Tests show that sealant will 
not harden and predict 20-year re- 
tention of adhesive qualities —Alumi- 

num Co. of America 
For Details Circle 155 on INQUIRY CARD 

| Further Information About_NEW PRODUCTS 
POCKET FLASHLIGHTS and key 

chains can be tested without remov- 
ing from their cardboard easel. Sign 
invites customers to “Try It Before 
You Buy!” Sign’s price tab has per- 
forations, for easy removal if dealer 
wishes to change price. Three styles 
of flashlights and displays are avail- 
able.—Bantamlite Inc. 

For Details Circle 167 on INQUIRY CARD 

FASTENERS for unthreaded rod, 
axles or rivets come in display car- 
tons holding an assortment of 16 

sizes. Pushnut Fastener box is par- 
titioned to display each item sepa- 
rately. Inside lid squares directly 
above each partition gives details 
about the fasteners.—Sharon Bolt & 
Screw Co., Ine. 

For Details Circle 168 on INQUIRY CARD 

SNOW THROWER is 20 in., power- 
propelled for heavy-duty use. Will 
throw snow up to 25 ft. Use for shop- 
ping centers, motels or larger homes 
as a back-saver. Has 3% hp engine.— 
Moto-Mower, Inc. 

For Details Circle 118 on INQUIRY CARD 

TABLE LIGHTER assembly kit for 
homemade, _ self-designed lighters 
made of beer cans, figurines, trophies, 
etc. Kit has butane lighter fitment, 
accessories, instructions and design 
ideas.—Ronson Corp. 

For Details Circle 119 on INQUIRY CARD 

HARDWARE WORLD 
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TWO OF THREE MURALS that 
were added to “Murals of America” 
series. “The Old Canal,” “Mountain 

Lake,” and “Charleston Harbor” mu- 
rals make ideal house gifts. Come in 

several colors.—Schmitz-Horning Co. 
For Details Circle 120 on INQUIRY CARD 

ONE ROLL EQUALS SEVEN rolls 
of 25¢ cellophane tape. New 1500 
in. roll sells at 39¢, representing 
a big saving to the consumer. Self- 
dispensing plastic unit and tape come 
attached to punched card.—S. R. 
Leon Co. 

For Details Circle 141 on INQUIRY CARD 

“CHILD PROOF” bathroom cabi- 
net has opening device that is in- 

operable by children, yet can be 
opened by adults with one hand. Out- 
wardly resembles any other bathroom 
cabinet. Manufacturer suggests use 

in fall-out shelters—Grote Mfg. Co. 

For Details Circle 138 on INQUIRY CARD 

MIRROR DOORS replace wardrobe 
doors with little alteration. Quarter- 
in. plate mirror glass or 3/16-in. 

crystal glass comes in sizes up to 8 
ft wide or high. Mounted in alumi- 
num frames, gold or black. A clip-in 

hanger simplifies installation. — Pio- 
neer Shower & Patio Door Co. 

For Details Circle 135 on INQUIRY CARD 

SPECIAL SHOT SHELL for bird 

dog training simulates the sound 

level of a standard hunting load. The 
special 12-gauge blank shot shell uses 
an exclusive filler material that elim- 
inates filler wads or birdshot.—Win- 

chester-Western Div., Olin Mathieson 
Chemical Corp. 

For Details Circle 136 on INQUIRY CARD 

JUNIOR SNOW SHOVEL looks 
just like full-size model. Tubular 

steel handle is welded securely to a 
steel blade. Measuring 34-in. in 

length, it is iridescent green with a 
smooth edge metal D-grip.—Gardex, 

Inc. 
For Details Circle 139 on INQUIRY CARD 

LIGHT OUTBOARD 5-hp motor 
weighs only 30 Ib. Special electrical 
system produces 45 watts of AC cur- 

-Jack rabbit 

aylor 

a ere 

ervice 

Taylor's bright, new Dura-plate 
finish on all zinc-plated chain... 
the rugged, new Tayco Reel on the 
TM Chain Salesmaker . . . up-to-the- 
minute, self-service packaging... an 
88-year-old reputation for chain mer- 
chandising and top-flight, uniform 
quality help move more chain, faster— 
create the need for ‘Jack rabbit"’ 
service among retailers everywhere. 
Dealers can depend on such service, 
because chain is our specialty, not 
our sideline — because our complete 
and up-to-date chain-manufacturing 
facilities, and a nationwide network 
of hardware wholesalers, are always 
at their disposal. Why not check into 
your profit potentials with TM Chain. 
Call your jobber or write for our new 
Bulletin 27 today! 

Chain is our specialty — not our sideline! 

rent capable of providing current for ade 
running lights, a spotlight, trouble S.G. TAYLOR CHAIN CO., Inc. 

light or cigarette lighter—Clinton Hammond, Indiana 
Engines Corp. Cc my fal a oy WEST COAST OFFICE AND Wanenouse 

ils Circle 137 on INQUIRY CARD 2343 Saybrook Ave., Los Angeles 22, Calif. 

cue ee rete For Details Circle 9 on INQUIRY CARD 
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FREE 
Literature 

SEND FOR THIS HELPFUL DATA BY CIRCLING NUMBER ON CARD ON PAGE 32 

TRAPPING AND HUNTING 
SCHEDULES, two pages, black and 
white, have been prepared by Animal 
Trap Co. of America. Both schedules 
list the open seasons in the West as 
well as the rest of the 48 mainland 
states. Trapping schedule lists the 
seasons for muskrat, mink, skunk, 

raccoon and fox. Hunting schedule 
lists season for ducks, coot and geese 
by flyways. 

For Details Circle 200 on INQUIRY CARD 

SPIRADOR CATALOG, SP-161, 
four pages, four-color, introduces a 
new door by Dusing and Hunt, Inc. 
Catalog describes a new 18-gage con- 
ventional hollow metal type door for 
exterior or interior use. 

For Details Circle 202 on INQUIRY CARD 

WARP’S PIONEER PRESS, four 
pages, newspaper format, is distrib- 
uted by Warp Brothers. This promo- 
tion piece combines news of Warp 
dealers and information on the new 
merchandising material. It is mailed 
in a polyethylene plastic wrapper for 
protection. 

For Details Circle 201 on INQUIRY CARD 

BRONSON REEL COMPANY 1962 
catalog covers the company’s expand- 
ed line of rods and reels. Products 
are illustrated in full color. 

For Details Circle 205 on INQUIRY CARD 

TANK BALL AND FLOAT ecata- 
log, four pages, two color, photo- 
graphs, describes and _ illustrates 
Reichert Float Manufacturing Co. 
products. 

For Details Circle 204 on INQUIRY CARD 

FIRE-GLO catalog sheet, 8% x 11 
in., full-color, describes a new fire- 
place by Metallic Arts. Photos show 
uses for this full size portable fire- 
place. 

For Details Circle 203 on INQUIRY CARD 

JARI ROTARY SNOWTHROWER 
folder, four pages, is published by the 
Jari Products, Inc. Two units are 
described in the folder. The 2-Way 
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blower has a fan and discharge chute 

which can be reversed to throw snow 
right or left. The Champion model is 
a heavy-duty thrower which has at- 
tachments for adaptation as mower. 

For Details Circle 206 on INQUIRY CARD 

1962 CARLCO CATALOG, _illus- 
trated, is published by Carlisle Man- 
ufacturing Co. Over 100 of the firm’s 
promotional sellers such as garden 
supplies, housewares, giftwares and 
premium items are illustrated and de- 
scribed in catalog. 

For Details Circle 207 on INQUIRY CARD 

CRISLOID GAME FLYERS, two 
separate pages, one full-color, one 
black and white, 8% x 11, illustrated, 
are offered by the Crisloid Plastics, 
Inc. Pages describe four new dice 
games. Chips, dice and instructions 
are packed in throw cups. 

For Details Circle 208 on INQUIRY CARD 

MAIL CHUTE CATALOG, illus- 
trated, is published by the American 
Device Mfg. Co. Catalog features the 
complete line of thru-the-wall mail 
chutes, thru-the-door letterbox sets 
and surface mounted mail boxes. 

For Details Circle 209 on INQUIRY CARD 

DARWIN BICYCLE ACCESSORY 
catalog, four pages, is published by 
Darwin Products, Inc. This new cat- 
alog shows their complete line of 
lights, carriers, balancers and kick 
stands. 9 

For Details Circle 210 on INQUIRY CARD 

“DESIGN IN MOTION” is 1962 
outdoor and casual folding furniture 
catalog. From Hampden Specialty 
Products Corp., the 12-page, four- 
color catalog presents with illustra- 
tions chaises, picnic tables, folding 
chairs other items for indoor and 
outdoor use. 

For Details Circle 212 on INQUIRY CARD 

IMPERIALE SERIES brochure, 10 
pages, two-colors, illustrates a new 
line of architectural troffers by Lite- 
craft Manufacturing Corp. Back page 

contains reference chart for ceiling 
system selection. 

For Details Circle 211 on INQUIRY CARD 

JOHNSON REELS 1962 TRADE 
catalog, illustrated, is oifered by 
Johnson Reels, Inc. Two new reels, 
10 new rods and 10 new reel and rod 
combinations are introduced. In addi- 
tion, a complete listing of display ma- 
terials, consumer literature, and other 
sales aid: is shown. 

For Details Circle 214 on INQUIRY CARD 

CAMBRIDGE AIR FILTRATION 
catalog sheet, four pages, two-color, 
illustrated, is published by Cambridge 
Filter Corp. Included is a photo and 
description of the “Absolute” filter, 
which was developed to filter sub- 
micron radio-active particles from 
atomic energy installations. These fil- 
ters are available in sizes to fit home 
fallout shelters. 

For Details Circle 213 on INQUIRY CARD 

CHECKLIST FOR GOING INTO 
BUSINESS, No. 71, Small Marketers’ 
Aids, is published by the Small Busi- 
ness Administration. A list of 100 
questions helps prospective store 
owners analyze their potential for 
business success. Questions are di- 

vided into headings such as: What 
problems will you face? What are 
your chances for success? Are you 
qualified to supervise buying and sell- 
ing? References for each section are 
provided, so areas of weakness can be 

improved. Available at agency offices 
in Denver, Colo., Salt Lake City, Utah, 
Helena, Mont., Seattle, Wash., Phoe- 
nix, Ariz., San Francisco and Los An- 
geles, Calif. 

PENNSYLVANIA MOWERS 1962 
catalog, illustrated, 12 pages, full 
color, is published by Pennsylvania 
Power Mower Div., American Chain 
& Cable Co., Inc. Color photos show 
reel power mowers, riding rotary and 
reelrider and the 1962 hand mower 
line. 

For Details Circle 215 on INQUIRY CARD 

HARDWARE WORLD 



MERCHANDISING 

AIDS 
SEND FOR HELPFUL ITEMS BY CIRCLING NUMBER ON CARD ON PAGE 32 

POWER LAWN TOOL accessories 

are packaged paperboard covered 
with see-through “skin.” Punched 
hole at top so product can be dis- 
played on panels which will be sup- 
plied to dealer.—Jacobsen Mfg. Co. 

For Details Circle 164 on INQUIRY CARD 

BUILD SALES of vacuum and floor 
polishers with a pair of all-metal 
displays. Two-color stands occupy 
only 5% sq. ft. of floor space. Cleaner 
rack has two “brooms” hanging un- 
der sign inviting customer to ask 

for demonstration. The step stand dis- 
play holds three polishers. Each dis- 
play is free with purchase of one 
dozen units—The Regina Corp. 

For Details Circle 165 on INQUIRY CARD 

“PROFITABLE MANAGEMENT 

FOR SMALL BUSINESS,” a home 
study course, is made available by 
Dun & Bradstreet. It consists of one 
study unit every two weeks for 26 
weeks. Complete information, includ- 
ing the topics covered in the course, 
are contained in a pocket size book- 
let. 

For Details Circle 166 on INQUIRY CARD 

END FRUSTRATION when trying 
to fasten nuts and bolts in narrow 
spaces. Nut starter is only a little 
larger than nut itself. Holds assem- 
bly in place until started, then slips 
off over bolt. Arched steel band riv- 
eted to metal base fits all nuts up to 

%4-in.—Superior Tool & Die Co. 
For Details Circle 121 on INQUIRY CARD 

“ONLY 5¢” is the headline on dis- 
play card. Special promotion offers 
6-in. rule at low price with purchase 

of measuring tape. Two items are at- 
tached to display. At end of promotion 
they can be removed and sold for full 
40 per cent mark up.—Evans Rule Co. 

For Detaiis Circle 171 on INQUIRY CARD 

CARTOON CHARACTER attracts 
customer attention to self-display 
carton of closet pole sockets. Counter- 
carton holds 86 pairs. Line drawings 
on front show uses. Top flap shows 
price of 25¢ per pair.—Hardware 
Designers, Inc. 

For Details Circle 191 on INQUIRY CARD 
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FLOOR RACK is designed to give 

maximum display to all 100 do-it-your- 
self aluminum products in minimum 
space. Available through distributors, 

the rack can be obtained in a pack- 
age deal by which dealers get enough 
merchandise free to cover price of 

rack.—Reynolds Metals Co. 

For Details Circle 122 on INQUIRY CARD 

NEW PACKAGE for self-adhering 
household items has blister cover. 
Various holders, that stick without 

nails, glue or screws, have new 

smaller punched cards. The _ rede- 

signed package is pink, white, red and 
black.—Selfix Products Co. 

For Details Circle 199 on INQUIRY CARD 

RIP OPEN THE CARTON and in 
seconds it becomes a counter display 
for lighted switch plates. The carded 
plates are bubble-packed to prevent 
breaking. Yellow and white package 
has space for printing price. Promotes 
special glow-in-dark feature of 
switches.—Harvey Hubbell, Inc. 

For Details Circle 170 on INQUIRY CARD 

THREE-D counter display for soda 
dispenser has space for glass-lined 
and gold aluminum models. Card is 
eye-catching day-glo. Cartoon figures 
explain features of the dispensers.— 
Kidde Mfg. Co., Ine. 

For Details Circle 172 on INQUIRY CARD 

NO-STOOP GARDENING is made 
possible with new versatile weeder. 
V-shaped dandelion knife is attached 
to a 37-in. wand operated by a spring 
tension clamp connected with handle. 
Gardeners can also pick up paper, 
rose prunings, sticks, bones and other 

trash without bending—O. K. Ma- 
chine and Tool, Inc. 

For Details Circle 123 on INQUIRY CARD 

FALL PLANTED BULB promo- 
tion includes special packaging and 
in-store merchandisers to promote 
sales. Selections of dutch bulbs will 
feature a consumer incentive . . . $1.25 
holly plant for 50¢. Assortments can 
be pushed by use of special displays 
and point-of-purchase material. In 
addition, each carton of bulbs will 
advertise that it contains a 25¢ packet 
of seeds.—W. Atlee Burpee Co. 

For Details Circle 169 on INQUIRY CARD 

COLOR-COORDINATED packages 
of rubber gloves hang on floor unit. 
Display is given free with specified 
order. The all-metal unit is 16 x 9 x 
54 in. Gloves are sealed in clear poly- 
ethylene bags with self-service; hand- 
size chart on label.—Sieberling Latex 

Products. 
For Details Circle 173 on INQUIRY CARD 

“STANDARD” DO-IT-YOURSELF 
HOUSEHOLD HARDWARE display 
has 15 “best seller” items. Manufac- 

turer claims there are no slow mov- 

ers or throw-ins on the 14x20 in. per- 
forated board display. Hardware 
hangs on three-color cards.—Shelby 
Metal Products Co. 

For Details Circle 192 on INQUIRY CARD 

STIMULATE RENTALS of do-it- 
yourself rug shampooing equipment 
with three folders. Each is envelope 
stuffer size, 344x6% in., with space 

for imprinting. One promotes sham- 
poos. A second tells how to scrub 
rugs with dry shampoo. A third 
covers wet rug shampoo methods. 

Use as give-aways or as envelope 

stuffers.— American Floor Machine 
Co. 

For Details Circle 187 on INQUIRY CARD 
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MERCHANDISING AIDS 
CUSTOMERS CARRY DISPLAY 

out of the store with them when they 
buy “Handi- Coils,” a soft copper 
tubing. Pre-cut coil of tubing comes 
in varied lengths. Easy-to-carry dis- 
play is similar to garden hose wrap- 
pers.—Halstead Industrial Producés, 

Inc. 
For Details Circle 174 on INQUIRY CARD 

CAN CLAMPING DEVICE for No. 
30 paint conditioner produces 100 per- 
cent perfect blending, while speeding 

up ordinary mixing two-to-four times. 

New clamp holds paint cans in hor- 
izontal position and holds gallon, two- 
quart or three-pint cans without 
adapters. Can be installed with com- 
mon wrench in few minutes on No. 

30 machines with modernization kit 
that sells for $37.50. All No. 30 con- 
ditioners now are being shipped with 
new clamp installed.—Red Devil Tools. 

For Details Circle 124 on INQUIRY CARD 

TOOL-OF-THE-MONTH program 
will be introduced through national 
consumer advertising. Each month 
dealers will receive a broadside and 
window streamer that ties-in with 
campaign. First tools will be screw- 
drivers, nail hammers and yellow 
rules.—Stanley Tools, Div. of The 
Stanley Works. 

For Details Circle 189 on INQUIRY CARD 

MOTIVATE SALES with a moving 
message. Your message on a perfor- 
ated belt moves before a_ colored 

light duplicating in minature the fa- 
mous moving sign at Times Square. 
Announcements can be transmitted in 
letters 13%, 2 or 3 in. high.—Sales- 

caster Displays Corp. 
For Details Circle 195 on INQUIRY CARD 

Ss 

SHELF EXTENDERS are available 
for boosting tie-in sales of scouring 
brushes, plastic scrubs, baby bottle, 
hair or shoe brushes. These sturdy 

De Waker 
oni 

Y DRILL BITS "size ves 
a 8 fe 22. ey Se 4 26. eme = 

Finest SHEFFIELD Steed ~) 
CARBIDE TIPPED 

MASONRY MASONRY MASONRY MASONRY 
DRILL BIT RiLC BIT ORME BIT = ORL BIT 

ORDER TODAY — 
Contains 2 each of 5 most wanted 
sizes. Each bit blister packed and 
pre-priced. FREE DISPLAY RACK. 

DEALER COST $6.65 per asst. 

Fuller Tools are manufactured in the U.S.A., 
England and other countries to highest 
standards and are branded and uncondi- 
tionally guaranteed. 

152-35 Tenth Avenue, Whitestone 57, N. Y. 

For Details Circle 10 on INQUIRY CARD 

corrugated trays are shipped set-up, 

pre-packed, pre-priced and ready to 
attach to shelves of tie-in merchan- 
dise. Easy to reach and refill, the 
trays are 17-in. wide by 8-in. deep. 
—Enmpire Brushes. 

For Details Circle 125 on INQUIRY CARD 

ELECTRICALLY OPERATED 
doormat and chime signal announces 
customers. The heavy corrugated rub- 
ber mat has two-layer design for use 
on either side. Edges are bound with 
extruded aluminum to prevent curl- 
ing.—Signal-U Mfg. Co. 

For Details Circle 196 on INQUIRY CARD 

CREATE “CUSTOMER BUILT” 
ISLANDS from modules. Frame units 

are available in 60 in. basic units and 
smaller add-on units. Retailer com- 
bines modules to fit his needs. Com- 
plete the merchandiser with shelv- 
ing of diamond perforated metal, 
glass, wood or plastic trays.—Reflec-- 
tor Hardware Corp. 

For Details Circle 194 on INQUIRY CARD 

PLASTIC BOX DISPLAY rack, de- 
signed to boost sales, holds 15 boxes 
of four popular sizes and styles. Of 
molded clear polystyrene, boxes have 
from 4 to 18 compartments. Display 
rack in blue enamel with aluminum 
and yellow head signs is 23% in. 

high.—Vlchek Plastics Div. 
For Details Circle 126 on INQUIRY CARD 

FREE COUNTER DISPLAYS for 
clear adhesive tape and decor dis- 
pensers take up little counter space. 
Offer choice of two displays which 
hold both rolls of tape and dispensers 
in coral, yellow, pink, surf green.— 
Minnesota Mining & Mfg. Co. 

For Details Circle 127 on INQUIRY CARD 

CAST ALUMINUM NUMBERS 
display case for either counter or 
islands is finished in green and de- 
signed to hold six each of 5%4-in. 
numbers in each compartment, with 

space in back for more. Spacers and 
screws also provided.—Macklanburg- 

Duncan Co. 

For Details Circle 128 om INQUIRY CARD 

PLASTIC PIPE display, 17 in. by 
24 in., can be used either on counter 
or hung on wall. Also has pickets 

holding descriptive folders for use 
of polyethylene and ABS pipe. Sam- 
ples of pipe are attached.—Johns- 
Manville. 

For Details Circle 129 on INQUIRY CARD 

STORE OPERATIONS——————_ 
ELECTRONIC BURGLAR ALARM 
system uses ultrasonic waves to trap 
criminals. Intruder’s movements trip 
unit, sounding alarm. Manufacturer 

reports that hardware stores are 
prime targets for burglars.—Walter 
Kidde & Co., Inc. 

For Details Circle 130 on INQUIRY CARD 
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N EWS FOR WESTERNERS 

Household Finance to Acquire 

Coast-to-Coast Stores 

In a move to diversify, Household Finance 

Corp. announced an agreement to exchange 534,- 
000 shares of its common stock for all stock of 

Coast-to-Coast Stores, Inc. The transaction is 

expected to be completed in the near future. 

Coast-to-Coast was founded in 1929 and has 
938 franchised, locally - owned retail stores in 

the West and Mid-west. The Minneapolis, Minn., 
firm is owned by Arthur C. and Maurice L. 

Melamed and their families. 

Coast-to-Coast had net sales of $39 million 

in 1960. The Central Organization buys, stocks 

and sells hard line merchandise to its dealers. It 

also provides advertising, store planning, sales 
training and management counseling. 

H. E. MacDonald, president of Household Fi- 
nance, said that Coast-to-Coast would continue 

under present management. He also stated that 

HFC sees the acquisition as a means to increase 
Coast-to-Coast sales by making increased credit 
facilities available to customers. 

Two Pot & Kettle Ciubs Stage 

Special Public Sales Events 

The Denver Pot & Kettle Club and the Port- 

land Pot & Kettle Club held special fund raising 

public sales events in November. 

The Denver Club sold approximately $50,000 

worth of merchandise at prices up to 75 per cent 

of retail at their three-day sale on November 9, 

10 and 11 at the former Banner Distributing 

warehouse. Kenneth J. Dahm was chairman-di- 

rector of the sale which was held to raise money 

for the McCune Scholarship Fund as well as 

other philanthropic programs of the club. 
The Portland Club held its “Sample Bazaar’”’ 

on November 13 through 15 at the old Edwards 

Furniture building. Merchandise included toys, 

giftwares, housewares, glass, patio accessories 

and some sporting goods and hardware items. 
Quent Moreland, chairman, stated that there 

was approximately $20,000 worth of merchan- 

dise that went at bargain prices. The greater 
part of the money raised will go to the fund to 

help the Boys and Girls Aid Society. Other bene- 
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ficiaries are the Sunshine Division of the Port- 

land Police Department and the McCune Scholar- 
ship fund. 

Sodium Arsenite Permits Needed 

By California Customers 

Sodium arsenite has been placed under regu- 

lation in California effective Jan. 1, 1962. This 

is an effort to prevent the misuse of arsenic 

preparations which are responsible for a number 

of deaths and extensive property damage each 

year. 
Under the new regulations, dealers can sell 

undiluted sodium arsenite only to those retail 

customers who have obtained permits. Custom- 

ers can obtain permits from their County Agri- 

cultural Commissioners. A separate permit is 

required in each county where the sodium arsen- 
ite is to be used. 

No permit is required to use pesticides con- 

taining sodium arsenite when sold as diluted 

ready-to-use syrups or dry baits. These pesti- 

cides must be registered and labeled for use as 

poison baits for control of insects, snails, slugs 

and rodents. Permits are required only for users 

of undiluted sodium arsenite. 

SEATTLE POT & KETTLE CLUB ELECTS OFFICERS 

PLANS ARE CHECKED for the coming year by the newly elected 
officers of the Seattle Pot & Kettle Club. The new officers are (from 
left): 1st vice pres.—Art Dunson, treasurer—Erling Erickson, presi- 
dent—Jimmy Stewart, 2nd vice pres.—Lee Johnson and secretory— 
Paul Swensson. 
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NEWS 

Western 

Executive 

Opens 

Counseling 

Service 

A. L. Platky 

A. L. Platky, formerly vice pres- 
ident for hardware sales of Pendle- 

ton Tool Industries, Inc., Los An- 

gles, has opened an office as a sales 

counselor at 117 East Colorado 

Blvd., Pasadena, Calif. He will be 

counseling hardware wholesalers 
and manufacturers toward the im- 

provement of the personal selling 

effectiveness of both their field 

men and office staffs. 

Platky has been active in per- 

sonal selling for more than 25 

years. As in the past, he will con- 

tinue to address hardware trade 

groups and selling organizations. 

Prior to his position with Pen- 

dieton Tool Industries, Inc., in Los 

Angeles, he was for six years vice 
president and sales manager for 

the P&C Tool Co., Portland, a 

wholly owned Pendleton subsidi- 

ary. 

Elected 

President of 

Incandescent 

Supply Co. 

William W. 
Hoban Mie 

William W. Hoban has _ been 

elected president and chief execu- 

tive officer of Incandescent Supply 

Co. of California, San Francisco. 

Hoban succeeds E. A. Phillips 

who retired after more than 35 

years in the electrical industry. 

Phillips remains as a member of 
the board of directors for the firm. 

Hoban was formerly Northern 

California district sales manager 
for Toastmaster div., McGraw-Edi- 

son Co. He joined the firm as Den- 

ver district manager in 1954. He 

was transferred to San Francisco 

in 1955. 

Incandescent Supply Co. of Cali- 

fornia serves as management com- 

pany for 12 Northern California 

electrical supply, fixture, appliance 

and housewares corporations. The 

firm names are Incandescent Sup- 

ply Co. and Phillips & Edwards 

Electric Corp. 

Bissell Names 

Western Sales 

Manager 

Ralph Horn 

Ralph Horn 

Ralph Horn has been named 

territory sales manager for Bis- 
sell, Inc., Grand Rapids, Mich. He 

will be responsible for sales in the 

states of Washington and Oregon. 
Formerly, he was a territory rep- 

resentative in the Los Angeles 
area. 

Antioch Store Changes Name 

Howse Hardware, Antioch, 

Calif., became Robin’s Hardware 

recently as a result of the firm’s 
sale by Henry Howse to Robin 
Bauer. Bauer’s immediate plans 

call for the addition of a full line 

of linoleum and floor tiles to the 

general hardware and gift lines 

already carried. 

Howse has owned the store at 

2008 A St. for the past eight years. 
Prior to this, he spent 39 years 

as a hardware dealer in San Fran- 

cisco and Antioch. Bauer was as- 

3yociated with the Decorating Cen- 

ter for the past six years. 

CALIF. HARDWARE ASSOCIATION 

HOSTS 3rd “TEE” PARTY 

Dealers, manufacturers and sup- 

pliers turned out for the third 

annual “Tee’’ Party held by the 

California Retail Hardware Asso- 

ciation. Held at Round Hill Coun- 

try Club, Alamo, Calif., the golf 

meet and dinner attracted about 

60 people. Prizes, trophies and en- 

tertainment were presented follow- 

ing the evening dinner. 

Winner of the CRHA Perpetual 

Trophy was Bob Huxtable, Hamil- 

ton Cosco. He was also low gross 

winner, Dick Lorenzen, Imperial 

Knife, was low net winner in the 

supplier class. 

TROPHY WINNERS of the third annual Tee’ Party sponsored by California Retail Hardware 
Association gather offer presentation of golf awards. Back row (from left) are: Mike 
FitzGerald, Culver's Hardware, Benicia; Mack Payne, Filon Plastics; Verne Winsby, Pittsburgh 
Paint & Glass Co., Pittsburg, Colif.; Stuart Ish, Salinas Hardware, Salinas, Calit.; Norm 
Richards, Richards Hardware, Corte Madera; Ray Sutton, Thomson-Diggs Co.; and Gene 
Peterson, Amerock. Front row (from left) are: Bob Holman, Hardware Mutuals; John Garside, 
Garside Hardware, Richmond; Colby Emigh, Emigh Hardware, Sacramento; and Bob Ives, 
Ives Hardware, Sacramento. 
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this issue. 

Jan. 14 

Jan. 15-19 

Jan. 

99.96 

March 4-7 

March 12-17 

SCHEDULE OF CONVENTIONS AND SHOWS 
For additional information about the events listed below, circle the 

number following the show or convention listing on the inquiry card in 

BUDROW & CO. SPRING HARDWARE SHOW, 3161 E. 
Washington, Los Angeles. No. 281 

NATIONAL HOUSEWARES EXHIBIT, McCormick 
Place, Chicago, (National Housewares Manufacturers 
Assoc.). No. 282 

PACIFIC NORTHWEST HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION AND TRADE 
SHOW, Multnomah Hotel, Portland. No. 283 

54th CALIFORNIA GIFT SHOW, Ambassador & Bilt- 
more Hotels, Brack Shops, Merchandise Mart, Los An- 
geles, (Trade Shows Ltd.). No. 284 

INTERMOUNTAIN HARDWARE & IMPLEMENT 
DEALERS ASSOCIATION CONVENTION, Hotel Utah, 
Salt Lake City. No. 285 

WESTERN WINTER MARKET, Western Merchandise 
Mait, 1355 Market St., San Francisco. No. 286 

MOUNTAIN STATES HARDWARE & IMPLEMENT 
ASSOCIATION CONVENTION, Cosmopolitan Hotel, 
Denver. No. 287 

WESTERN GARDEN TRADE EXPOSITION, Brocks 
Hall, San Francisco, (Jordan Associates). No. 288 

SOUTHWEST HARDWARE AND HOUSEWARES 
SHOW, State Fair Grounds, Phoenix, (Pacific Southwest 
Hardware Assoc.). No. 289 

WESTERN CHINA, GLASS, GIFT, JEWELRY, TOY, 
STATIONERY AND HOUSEWARES SHOW, Brooks 
Hall, Merchandise Mart, St. Francis, Sir Francis Drake, 
Sheraton-Palace Hotels, San Francisco, (Western Ex- 
hibitors, Inc.). No. 290 

WESTERN STATES HARDWARE, HOUSEWARES, 
PAINT & GARDEN SUPPLY SHOW, Brooks Hall, San 
Francisco, (California Retail Hardware Association). No. 
291 

CALIFORNIA RETAIL HARDWARE ASSOCIATION 

CONVENTION, Del Webb’s TowneHouse, San Fran- 
cisco. No. 292 

PORTLAND CHINA, GLASS, GIFT, JEWELRY, TOY, 
STATIONERY AND HOUSEWARES SHOW, Public 
Auditorium, Plaza Hotel, Portland, (Western Exhibitors, 
Inc.). No. 293 

BILLINGS HARDWARE CO. SPORTING GOODS AND 
LAWN AND GARDEN SHOW, 510 N. Broadway, Bill- 
ings, Mont. No. 298 

SEATTLE GIFT SHOW, New National Guard Armory, 
Olympic and New Washington Hotels, Seattle, (Western 
Exhibitors, Inc.). No. 294 

WEST COAST HARDWARE AND HOUSEWARES 
SHOW, Great Western Exhibit Center, Los Angeles, 
(Pacific South-West Hardware Assn.). No. 295 

35th DENVER GIFT AND JEWELRY SHOW, Albany 
and Cosmopolitan Hotels, Denver, Colo. No. 296 

AMERICAN TOY FAIR, Hotel New Yorker and 200 
Fifth Ave., and 1107 Broadway, New York, (Toy Manu- 
facturers of the U.S.A., Inc.). No. 297 
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YOU CAN FORGET 
YOUR COMPETITION 
WHEN YOU SELL 

AMawnthte? 
Sammons 

... the mower line that 

CHALLENGES 
COMPARISON 

“\SELF-PROPELLED 
- All the LawnFlite features that 

proved so popular last year 
—plus the exclusive, positive 

Syncro-Mesh Drive and 
Air-Flo Shield 

RIDING MOWERS 
With these new LawnFlite models, you can ‘‘cash 

in” on the big demand for riding mowers. They're 

tops in engineering, styling, construction 

and value. = =, 

PUSH TYPE 
These are the famous mowers 

that established such 
phenomenal sales records 

a in 1959. Each is a leader 
4 in its price class. 

5389 West 130th St. © Cleveland 11. Ohio 
For Details Circle 11 on INQUIRY CARD 
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NEWS 

Appointed 
Northwest 

Branch 

Manager 

for American 

Floor Machine 

David A. 
Sekulski 

David A. Sekulski has been ap- 

pointed branch manager of the Se- 
attle office for American Floor 

Machine Co., subsidiary of Ameri- 
can Lincoln Corp. He will handle 
area sales and service for the firm. 

Sekulski was formerly branch 

manager at Indianapolis, Ind. He 

joined American Floor Co. in 1957. 

Gates Promotes McCallister 

Robert McCallister has been 

named marketing manager for the 

Automotive and Hardware division 

of the Gates Rubber Co., Denver. 

He was formerly sales controller 

of the division. 

Lloyd Joins Supplex as 
Vice President of Sales 

Melvin L. Lloyd has been ap- 
pointed vice president of sales for 

Supplex Co., Garwood, N. J. 

Lloyd was formerly saies mana- 
ger, retail products div., Armour 

Alliance Industries. He will direct 
marketing and sales of Supplex 

plastic and rubber garden hose and 

related products. 

Gibbons Buys Costa Mesa Firm 

Kirby’s Hardware and Paint 
Store, 2300 Harbor Blvd., Costa 

Mesa, Calif., has been purchased 

by Leslie M. Gibbons. The new 

owner has been in the hardware 
and paint business in California 

and in Canada. The 3750 sq ft 
store, which was originally opened 
in 1959, will feature a full line of 

hardware, aluminum framed screen 

doors and Pittsburgh and Pabco 

paints. 

Red Devil 

Names 

Northwest 

Sales Agent 

Paul E. 
Johnson 

Paul E. Johnson & Co., 1633 N. 
W. 21st Ave., Portland, will rep- 

resent Red Devil Tools, Union, 

New Jersey, in the Northwest. 
Johnson and his staff will han- 

dle the Red Devil line of painters’ 

and glaziers tools, paint condition- 
ers, floor polishers and hardware 
specialties in Washington and Ore- 

gon. 

Schluckebier Stock Sold 

George Nissen, owner of Nissen 

Grocery and Hardware, Penngrove, 

Calif., purchased the stock and fix- 

tures of Schluckebier Hardware, 

Petaluma. Schluckebier’s was 
owned by Dale McCann. 

Industry Golf Day for Pacific Southwest Hardware 

Some 165 hardware men attended Pacific Southwest 

Hardware Association’s Annual Industry Golf Day. 

The event was held recently at Yorba Linda Ranch & 
Country Club, Yorba Linda, Calif. 

Bill Gardner, Montrose Hardware, Montrose, Calif., 
was chairman of the day. He presided over the awards 

dinner which followed the golfing. Gardner is a direc- 

ADMIRING TROPHIES which were awarded to winning golfers at 
Pacific Southwest Hardware Association's Industry Golf Day are 
{above from left) Norm Montague, vice president of the association, 
Montague & Graham Hardware, Southgate, Calit., and Bob Calla- 
han, president of the association, Callahan Hardware, Los Angeles. 
{At right) is the perpetual foursome of many of the Pacific Southwest 
Hardware Association's golfing events. (From left) are George 
Green, Sr., Horace Green & Sons, Long Beach, Calif.; Bob Westbrook, 
past president of the National Retail Hardware Association, of River- 
side, Calif.; John Knox, Knox Hardware, Santa Ana, Calif.; and 
Graham George, Otts Hardware, Santa Barbara, Calif. 
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tor of the association. 

Over 40 trophys were presented to winners of var- 
ious flights. Al Vayssie, Stanley Works, won Best Ex- 

hibitor Golfer award. Best Policyholder winner was 

Bill Brock of Pioneer Hardware. Each golfer was pre- 

sented a special golf cap with the hardware insignia 

attached. 

HARDWARE WORLD 



NEWS 

Oliver Hardware Sold 

After 35 years under the owner- 
ship of Frank G. Oliver, the Oliver 
Hardware Store, Sonora, Calif., 
was sold recently to Jack Eddy. 

Eddy plans to convert a section 

in the rear of the store into a sport- 

ing goods department. He will fea- 

ture supplies for hunters, fisher- 

men and campers. He plans no 

other immediate changes. 

A native of Sonora, Eddy worked 

for Oliver Hardware for five years 
following his graduation from high 

school and after World War II for 
an additional five years. For the 

past three years he has operated a 

gas station near Sonora. 

Talbot Names Woodlee-Jones 

The Woodlee-Jones Co. of Port- 

land has been appointed to repre- 
sent the H. Talbot Co. of Cincin- 

nati, Ohio. The manufacturers’ rep- 
resentative firm will introduce the 

firm’s Mar-Hyde and Talbot’s Fab- 

ric Color to the trade in Oregon, 

isis cand and Idaho. 

e Smart Brass Trim 

e Black Silicone 

Finish 

e Fits Any Decor 

e Insulated Hearth 

e Heavy Steel 

Construction 

e Handles 20” wood 

e Simple to install 

NRMA to Honor Goldwater 

as Senator and Merchant 

Senator Barry Goldwater (Rep.) 

of Arizona, also board chairman of 

Goldwaters, the well-known Ari- 

zona retail firm, is to be presented 
the Gold Metal Award of the Na- 

tional Retail Merchants Associa- 

tion on Jan. 11, 1962. He is to be 

honored for his vigorous support 

of the retail industry in Congress 
and as the son of one of the West’s 

pioneering merchant families. 
Presentation ceremonies will take 

place in New York City site of the 

51st NRMA convention. This will 

be the 22nd Gold Medal awarded. 

Goldwater heads the firm founded 

by his grandparents during the 

Gold Rush period. He started his 
career with Goldwaters’ Phoenix 

store in 1929. 

Carboloy Adds Western Outlet 

Seattle Hardware Co., Seattle 

wholesale firm, has been selected 

to distribute Carboloy cutting 

tools. The tools are manufactured 

by General Electiic Co.’s Metal- 

lurgical Products Department. The 

firm will cover the state of Wash- 

ington and northern Idaho from 

its offices at 501 First Ave. S. 

Inventory Headaches 

(Continued from page 16) 

month of Mr. Austin’s time to ex- 

tend inventory figures. “Dozens of 
pages of figures had to be assem- 

bled,” he says. “As our business 

grew from year to year the head- 

ache became more acute.”’ 

Today, the inventory firm sub- 

mits its report to Austin within 

seven days, fully extended, and on 

one page. “What’s more,” he says, 

“the results are guaranteed. No 

more wondering whether you cov- 

ered it all. We’re inventoried up 

till June of 1962.” 
A&A’s Bill Austin feels that 

other dealers might profit by look- 

ing into a similar yearly procedure. 

“It’s a case,”’ he concluded, “where 

the investment of the fee is actu- 

ally a savings. The returns are 

better than if you were tackling 

the job yourself.” 

THE FIRE-GLO.. . 
EASY TO SELL FOR FAST PROFITS! 

Here’s a distinctive new portable fireplace with 
handsome styling, quality details and rugged con- 
struction throughout. 
screen and grate . 

PRICED BELOW ALL OTHERS! 
Write today for illustrated Brochure and Prices 

MANUFACTURED BY 

METALLIC ARTS 
914 West First Ave. 

58 years of experience in Wood Burning Equipment 

Shipped complete with 
. and it’s 

Spokane 10, Wash. 

IMSS 

SOM AVN 

SSAGAAUYAAQQ™’AQA 
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NEWS 

MOYLAN HONORED BY HOUSEWARES INDUSTRY 

SPECIAL PLAQUE was awarded to Joe E. Moylan for his outstanding contributions to the 
housewares industry by the Portland Pot & Kettle Club. Industry Recognition Night committee 
made presentation of award (from left): Hall Simon, Arnie Ekeblad, president of Portland 
club; Ted Ericksen, chairman of the event; Joe Moylan; and Bill Gough, master of ceremonies. 

Over 100 members of the Portland Pot & Kettle Club and housewares 

industry executives from the Northwest honored Joe E. Moylan, presi- 
dent of The Vinton Co., Portland, during Industry Recognition Night 

Oct. 21, 1961, in Portland. 

The event featured musical renditions which symbolized highlights of 

Moylan’s life and business career. Moylan started with The Vinton Co. 

in 1946. He became president in 1955. The firm is an independent whole- 
saler of housewares, china and glass. 

As a token of appreciation for his outstanding contributions to the 

housewares industry, Moylan was presented with a special engraved 

plaque and a gold lifetime membership card in the Portland Pot & 
Kettle Club. 

Sales Agent 

Joins Firm 

As Western 

Manager 

Ralph Hamar 4 

Ralph Hamar, former North- 

western representative for the 
Reardon Co., St. Louis, Mo., has 

been named the firm’s Western di- 

vision manager in charge of sales. 

He will supervise the sales staffs 

in the three Western divisions 

which cover the entire area west 

of the Rocky Mountains. His head- 

quarters will be located at the Los 

Angeles factory and sales office. 

Prior to assuming the post of 

division manager, Hamar handled 

the Reardon line in three North- 

western territories. His two sales- 

men, Bill Stone and Frank McCor- 

mick, have been appointed terri- 

torial representatives for Reardon. 
There will be no change in their 
territory. 
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Rose Elected CF&I President 

Leonard C. Rose has been elected 

president and a director of Colo- 

rado Fuel and Iron Corp, Denver. 
Rose was formerly executive vice 

president of the firm. 

Alwin F. Franz, who has been 

president since 1952, was named 
chairman of the board of directors. 

Former board chairman Charles 

Allen, Jr., who served since 1945 
in that position, is now chairman 

of the executive committee. 

Goodlow Buys Wyatt Store 

Lloyd Goodlow, for 15 years a 
manager of a Roseville, Calif., 

hardware store, has purchased the 

Wyatt Hardware, 213 Vernon St. 

in Roseville. Goodlow is weil known 
in the community. He starred on 

the local high school’s athletic 

teams and is active in numerous 

Roseville organizations. 

Fred Wyatt, the store’s former 

owner, will assist Goodlow for the 
remainder of the year. 

Service 

Tools 

Institute 

Elects 

Westerner 

Marvin S. 
Bandoli 

Marvin S. Bandoli, senior vice 

president for marketing, Pendleton 
Tool Industries, Inc., Los Angeles, 

was elected president of the Serv- 

ice Tools Institute at its annual 
meeting in Chicago in October. 

Long an active participant in 
S.T.I. affairs, Bandoli served as 

vice president for the past two 
years. 

Bandoli is widely known in the 

Western hardware field as the mar- 

keting head of the firm which op- 
erates six tool factories, a _ tool 

box company, a plastic plant and 

a precision machining plant. Fa- 
miliar brand names of the firm’s 
are Proto, P&C, Challenger, Fleet 
and Vichek for hand tools; Vichek 

and Duplex for plastic and metal 

boxes. 

Brunswick 

Names 

Regional 

Manager 

John Wellman is the new West 

Coast regional manager for Bruns- 

wick Sports, div., Brunswick Corp., 

Chicago. The native Californian 

will be responsible for sales and 

activities of marketing representa- 
tives covering the 11 Western 

States. 

Wellman was district manager 

for Union Hardware, Los Angeles, 

when the firm became part of 
Brunswick. 

Glasbrenner Elected Vice Pres. 

Harold Glasbrenner has been 

elected executive vice president of 
Builders Brass Corp., and its sub- 

sidiary Jackson Exit Device Corp., 

both of Los Angeles. 

Glasbrenner had been plant 

supervisor and vice president of 
manufacturing for the two build- 

ers’ hardware firms. 
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IN MEMORIAM 

VICTOR HANNON 

Victur Hannon, 78, owner of the 

manufacturers’ representative firm 
of Victor Hannon Co., 606 S. Hill 
St., Los Angeles, died in Los An- 

geles recently. 
The son of a hardware store 

owner, Hannon’s first job was with 

Simmons Hardware Co., St. Louis, 

Mo. as a stock boy. After five 
years Hannon joined the sales 
staff of Shapleigh Hardware Co. 

and remained with them for 15 
years. Hannon then went into bus- 

iness for himself representing sev- 

eral manufacturers in the 13 west- 

ern states. 

He is survived by his widow, 

Margaret, and two daughters. 

CLARENCE E. LEHMER 

Clarence E. Lehmer, 76, died of 

a heart attack on September 21, 

at his hc.ae in Alhambra, Calif. 

He was the manager of the Al- 
hambra Hardware Co. from 1925 

until his retirement in 1957. 

Lehmer had served on the board 

of directors of the Southern Cali- 

fornia Retail Hardware Associa- 

tion and was a former president 

of the South West Hardware As- 

sociation. 

He is survived by his widow, 

Pearl, a son and a daughter. 

MRS. G. A. GRENFALL 

Mrs. G. A. Grenfall, 81, died sud- 

denly Oct. 1, at her home in Mo- 
desto, Calif. Mrs. Grenfall was the 

principal owner and chairman of 

the board of the Turner Hardware 

Co. 

The Turner company, which op- 

erates 11 retail stores in the cen- 

tral valley, was founded by Mrs. 
Grenfall’s father, the late Theodore 

Turner. 

GEORGE U. MILLER 

George U. Miller, 60, died re- 

cently in Seattle, Wash., after a 

brief illness. Miller was manager 

of the Richard Brush Co. and had 

been with the firm since 1930. He 
was a member of the Seattle Pot 
and Kettle Club. 

He is survived by his widow, 
Geraldine M., a daughter and a son. 

WALTER J. BOTSFORD 

Walter J. Botsford, 80, died Oc- 

tober 31, in Seattle, Wash. From 
1925 to 1945, Botsford owned the 

Georgetown Hardware Co. 

He is survived by his widow, 

Alice, a son and a daughter. 

News About... 

MANUFACTURERS 

Thomas W. Berghs has been 
named product manager for stools 

and carts in the household division 
of Hamilton Cosco, Inc., Columbus, 

Ind. Berghs comes to Hamilton 

Cosco from General Foods Corp. 

Harry Gardner has been elected 
vice president, sporting goods, by 

the John H. Graham & Co., New 
York. He will direct the company’s 

(Continued on page 48) 

Hobbies and Hardware ... go together 
like bread and butter! 

Add hobbies to hardware and you build traffic, 
build sales, build profits. Entrance into the 
hobby field is easy for hardware retailers in 
California, ~~ and Washington. You have 
access to the West’s most extensive line of pre- 
sold, brand-name model and hobby merchandise, 
plus merchandising aids, and counsel based on 
23 years’ specialized experience. Write for in- 
formation, or ask to have a representative call 
on you. 

Distributor of Hobby Supplies 
I.N. Mallory bd Wholesale only 

598 POTRERO AVENUE, SAN FRANCISCO 10, CALIFORNIA 

For Details Circle 14 on INQUIRY CARD 

Only “A PENNY A PATCH" ... is 
all it costs to use 
TEHR-GREEZE FABRIC CEMENT 
For the instant repair of overalls, gloves, canvases 
tents, awnings, tarpaulins, bags, leather goods an 
any material it can penetrate. Inexpensive, permia- 
nent. Thousands of uses, 
Sold leading jobbers and dealers everywhere. 
Comes in 2 o2., 6 oz. and 16 ox. plastic bottles. Also 

mee from 32 
n 

oz. to | gal. 
on, SEND THIS AD AND 

$i. FOR SAMPLE LARGE 
BOTTLE, PRICES AND LITERA- 
TURE. 
Comes in attractive 3- 
color counter display 
carton. (12 to @ pack- 
age). 

700 W. le 

YArds 7-9442 

TAKE YOUR PICK! SMOF-THESE creat 

~* 

SAN FRANCISCO 
FEBRUARY 4-7 

Brooks Hall, Sheraton Palace, f FEBRUARY 11-13 

St. Francis & Sir Francis Drake } 

Hotels and Western 

Merchandise Mart 

FEBRUARY 18-21 

Navy Pier +91, Olympic 

and New Washington 

Hotels and the 

SPOKANE 
FEBRUARY 25-27 

Terminal Sales 

For Details Circle 15 on INQUIRY CARD 
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Building 

AS 
WESTERN EXHIBITORS, INC. 
355 MARKET STREET * SAN FRANCIS 
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SOUTHWEST HARDWARE AND WESTERN HARDWARE MERGE 

DIRECTORS OF TWO COMPANIES met recently to discuss consolidation. The two com- 
panies are Southwest Hardware, Santa Fe Springs, Calif., and Western Hardware of Phoenix, 
Ariz. They are standing (left to right): Joseph Toffel, Handy Andy Stores, Tucson, Ariz.; 
Dwayne Larson, Wilmington Hdwe., Wilmington, Calif.; Tom Fleetham, Wilcox Lumber, 
Wilcox, Ariz.; Norman Montague, Montague-Graham Hdwe., South Gate, Calif.; John Herman, 
Escondido Hdwe., Escondido, Calit.; seated (left to right): Frank Lenhart, Lenhart Bros. 
Hardware, Mesa, Ariz.; Robert Hatcher, Eastern Hardware, Bell Gardens, Colif.; Roy Gordon, 
Gordon's Hardware, San Clemente, Calif.; William Claypool, Ill, Claypool & Co., Needles, 
Calif.; H. C. Landers, Race & Landers Hdwe. Co., Lindsay, Calif.: Earl Hicks, H & H Hard- 
ware, Coolidge, Ariz.; George Rich, Ray Furniture & Hdwe., Ray, Ariz.; J. R. Chapek, Cho- 
pek's, Santa Paulo, Calif.; Ken Munrow, Munrow's West L. A. Hdwe., West Los Angeles, Calif.; 
Arnold E. Poole, General Manager, Southwest Hardware Co., Western Hardware Co.; Adam 
Zachary, 19th Ave., Western Hdwe., Phoenix, Ariz. 

Southwest Hardware Co., Santa 

Fe Springs, Calif., and Western 
Hardware Co., Phoenix, Ariz., have 

consolidated into one company 
known as Great Western Hard- 

ware. The two wholesale firm’s 

board of directors approved the 
consolidation after operating for 

several months as a joint venture. 

Arnold Poole, former manager 

for Southwest Hardware, will head 

the operation of the new company. 

Over 200 dealers will be served by 

the firm in California, Nevada, 

Arizona and New Mexico. 

The Rhythm Buying System, a 

stock control method for members 

in the dealer-owned wholesale firm, 

will continue to be used, Poole 

stated. Semi-monthly consumer 

promotions will also be continued 

to provide a consistent sales plan 

for dea’ers. 

Wills Moves In Seattle 

John M. Wills and Associates, 

manufacturers’ representatives, 

moved on Oct. 1, from the Prefon- 

taine Bldg. to 5001 25th N. E., 

Seattle 5, Wash. At this location 

the firm has warehouse facilities 

with trackage; also sample rooms 

along with their offices. 

They absorbed the Geo. L. Mc- 
Laren & Associates’ representative 

business last year and still carry 
some lines under that name. 

John M., Wills, formerly of Ernst 

Hardware, is the owner. Working 

with him in the Seattle office is 
Howard C. Lake, who was formerly 

with Rueger Co. In Portland, Ore., 

Joseph Gill, formerly of Yale & 

Towne, represents the firm in the 

Oregon-Idaho area. 
The firm specializes in builders’, 

industrial and general hardware in 
the northwest. 
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McCarley Is New 
Owner-Manager 

Lee McCarley has purchased a 

half interest in the Santa Susana 

Hardware (Calif.) from his father- 

in-law, Arnold Appleton. He will 

assume active manugement of the 
firm. Co-owner is Joe Appleton. 

McCarley has been an employee 

of Sears, Roebuck “for the past six 
years. He served a's customer serv- 

ice manager for their Fullerton and 

Santa Rosa stores. 

Bright Star Names Trover 

N. F. Trover has been appointed 

general sales manager for Bright 

Star Industries, Clifton, N. J. He 

succeeds C. F. Bishop, who has been 

named an executive vice-president. 

Trover will direct sales, merchan- 

dising and development of new 

sales channels on a national level. 

36th National Housewares Show 
To Draw Western Buyers 

The 36th National Housewares 
Exhibit is scheduled at McCormick 
Place in Chicago, Jan. 15-19, with 
an increasing number of Western- 
ers attending. The mid-year house- 
wares show held in Chicago in July 
saw an increase in attendance from 

California of 67 per cent. 
Sponsored by the National 

Housewares Manufacturers Asso- 
ciation, the January show is ex- 
pected to draw over 14,000 buyers 
and purchasing personnel. They 

will see over 900 exhibitors show- 

ing new products and merchandis- 

ing ideas. 

Hardware - housewares distribu- 

tors and electric housewares dis- 

tributors are likely to top the 
total number of buyers registered 
at the show in the wholesale cate- 
gory as they did in the July show. 

A total of 2054 wholesale buyers 
were on hand at the summer show. 

Some 748 hardware - housewares 

dealer buyers also attended the 
mid-year exhibit. Grand total of 

all buyers registered was 8131. 

New show hours have been an- 
nounced for the January exhibit. 
According to Dolph Zapfel, NHMA 

secretary, the new hours will give 

buyers more time for visiting 

manufacturers’ booths during the 

Monday - through - Friday event. 
During the first four days, the 
show will be open from 8:30 A.M. 

to 5:30 P.M. Friday show hours 
will be 8:30 to 1 P.M. 

Zapfel urges those who plan to 

attend the show to register in 
advance to avoid delays. Advance 

registration can be made by writ- 

ing NHMA at 1130 Merchandise 
Mart, Chicago 4, Il. 

Howard New Alpha Manager 

Barry Howard has been promot- 
ed to the position of manager of 
the Auburn, Calif., Alpha Hard- 

ware. Howard was formerly an 
employee of the Alpha Hardware 

in Grass Valley, one of three hard- 
ware stores in the chain. 

Howard replaces Wayne Trimble, 

who has been elevated to chief 
assistant to Roy Tremoureux, 
manager of Alpha Industrial Sup- 
ply. AIS is a division of the firm 

which operates logging, sawmill, 
contractor and industrial supply 
departments. 
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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 32 

when desiring further information 

about advertisement. 
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Nicholson File Company 2 

S 

Seymour Smith & Son Ine Div of 
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United States Plywood Corp (1) 
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Val-A Company 
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Western Exhibitors Inc 

DEALER COST 
$11.84 
RETAILS FOR 

COMPLETE 

BELL DEPARTMENT 
Assortment of belis that really move. Full 

40% dealer profit. Open stock on refills, 

SUGGESTED 

PATIO GARDEN BELLS 
Highly polished, weather resistant lacquered. 

Satin black brackets.High turnover, high profit. 

SUGGESTED 

HAND BELLS & 
TEA BELLS 

Solid brass or nickel plated 

steel, clear ringing tone. 

Black handles. Full line, 

big sellers. 

* 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. 

For Details Circle 17 on INQUIRY CARD 



WEST COAST 

trade association is seeking top mer- 
chandising manager to work with 
retail members to improve their mer- 
chandising, operation systems, pro- 
motions and sales. Good future for 
right man. Give all particulars first 
letter, all inquiries held strictly con- 
fidential. Box No. A-985, HARD- 
WARE WORLD, 1355 Market St., 
San Francisco 3, Calif. 

REPRESENTATIVE WANTED 
SOUTHERN CALIFORNIA — South 
from Bakersfield, Arizona, New Mex- 
ico, El Paso, Texas territory open. 
Manufacturer of Builders’ Hardware, 

Key Blanks, Door Knobs desires rep- 
resentation in above area. Sold 

through the Wholesale Hardware 
Trade. Address: Box A-983, care 
HARDWARE WORLD, 1355 Market 
St., San Francisco 3, Calif. 

REMODELING ??7 

NEW STORE ?7? 

HANDY 

GRAPH SHEET 

Ample space is available on this large 

graph sheet to lay-out departments, 

fixtures, gondolas, etc., for a store up 

to 100x150 feet. Scale is 4%” to 1’. 

Save costly errors—send for this 

GRAPH SHEET — Only 50¢ from 

HARDWARE WORLD, 1355 Market 

Street, San Francisco 3. 

Announcements in this section are inserted at the rate of twenty cents 
box number, with a minimum charge 

$5.00 per issue, payable in advance. Send copy to 1355 Market Street, 
San Francisco 3, California. 

per word, including address or 

ITIES 
1961 WESTERN WHOLESALERS’ 
DIRECTORY includes 185 wholesal- 
ers located in 63 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 $2.00. 
Send check to HARDWARE WORLD 
SERVICE BUREAU, 1355 Market 
Street, San Francisco 3, Calif. 

OPPORTUNITY ... COMING | 

FEB. 11-13 

The Western States Hardware-House- 
wares-Paint & Garden Supply Show, 
Brooks Exhibit Hall, San Francisco. 

The marketing center of the West 
. - - 100,000 sq. ft. of exhibit space. 

REPRESENTATIVE WANTED 
Utah, Wyoming, Colorado territory 
open. Manufacturer of Builders’ 
Hardware, Key Blanks, Door Knobs 

desires representation in above area. 
Sold through the Wholesale Hard- 
ware Trade. Address Box A-984, care 
HARDWARE WORLD, 1355 Market 
St., San Francisco 3, Calif. 

WHAT’S NEW IN HARDWARE 
HOUSEWARES, PAINT, GARDEN 
SUPPLIES, electrical, plumbing, 

building supplies? You'll see them 
all at the Western States Hardware- 
Housewares-Paint & Garden Supply 
Show, Brooks Exhibit Hall, San 
Francisco, Feb. 11-13. 

News About... 

MANUFACTURERS 

(Continued from page 45) 

expansion into the sporting goods 
field. Gardner has been with the 
firn. since 1946. In 1956, he was ap- 

pointed manager, sporting goods. 

William B. Haverty has been ap- 

pointed sales promotion manager 
Motor-Mower, Inc., Richmond, Ind. 

Haverty joined the firm in June, 
1959 as district manager and was 
later promoted to regional manager 

for a 13 state area. 

Worden W. Gentino, new sales 

manager for the Evans Rule Co., 

Elizabeth, N. J., will direct the 

company’s entire field sales oper- 

ation in the United States. Gentino 
has been midwest field sales man- 

ager for Evans. 

M. John Koenig was appointed 

sales manager of the Builders’ 

Hardware Div., Amerock Corp. 

Rockford, Ill. He was formerly 
vice president and sales manager 

of W. Bingham Co., Cleveland, 

Ohio. 

G. L. “Jack” Cobleigh has been 
appointed sales manager of Norton 

Pike, Littleton, N.H. For over 25 

years he has served in sales and 
managerial positions in various 

divisions of the firm. 

Furniture Rest — Pintle Type 

Bakelite Furniture Rest 

ati ac aaceaaalllll 

Bakelite Caster Cup 

Rubber 
Crutch Tip 

Monopoint Glide 

DOMES OF SILENCE 

RUBBER CUSHION GLIDES 

Sizes, 
", Ye", 1”, 11/16", 1%", 1%". 

PROMPT SHIPMENT 
Ask your jobber, if he is not suppiled, write 

ROBERT E. MILLER & CO., INC., 
35 Pearl St., New York 4, N. Y. 

For Details Circle 18 on INQUIRY CARD 

ORIGINAL 1 Sry 

Guat OTTER Tam Castens sa) 

Rubber Expander 
Tubular Glide 

Adjustable Rubber Adjustable Tubul. 
Cushion Glide "ete Spring Type 
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National's your better buy 
to reduce ordering and handling costs 
Consider the advantages of one-source 

buying from Nauonal, and you'll be im- 
pressed by the time and money you can 

save. National’s complete line makes it 

easy to standardize on one dependable 
source. You'll reduce paper work, and 

cut down on ordering and handling time. 

You'll also get these advantages: 

Color-coded labeling with sizes clearly 
indicated in big type, for faster order 
filling and for easier stock control. 

CALIFORNIA DIVISION « 
3423 SOUTH GARFIELD AVENUE 

No-smudge boxes with the glossy finish 
that can stand handling and still look 

fresh when they get to the customer. 

Recognized quality throughout the 
National line . . . your assurance of cus- 

tomer satisfaction and repeat business. 

These are some of the reasons why so 

many of our customers are standardizing 

on the National line . . . and agree that: 
“National’s Your Better Buy,” by far. 

Ask Your Distributor . . . He Knows 

THE NATIONAL SCREW & MFG. CO. 
@ LOS ANGELES 22, CALIFORNIA 

Sales Offices: | Drumm Street, San Francisco 11, California, and 2035 S. W. 58th Avenue, Portland |, Oregon 

For Details Circle 19 on INQUIRY CARD 
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SEYMOUR SMITH 

SNAP-CUT 
PRUNERS 

PRUNING 
SHEAR 

™ LARGEST SELECTION 

= BROADEST PRICE RANGE 

= DISPLAY PACKAGED 

= CONSUMER ADVERTISED 

= CONSUMER ACCEPTED 

Nobody but nobody has a bigger, broader, bet- 

ter merchandised line of anvil type pruners 

than Seymour Smith. Big ones, small ones, 

straight ones, curved ones, chrome ones, 

painted ones...and priced for every garden- 

er’s pocketbook. Ask your wholesaler about 

the Snap-Cut and Trim-Ezy Lines, the Best in 

Garden Tools Since 1850. 

SEYMOUR SMITH & SON, INC. 

Oakville, Connecticut 

Sales Representatives 

John H. Graham & Co. Inc. 
105 Duane Street, New York 8, N. Y. 

For Details Circle 20 on INQUIRY CARD 




