L'PRES <@ PING

New York, N. Y.
Chicago — Kansas City

ROCHESTER, IND., NEWS-SENTINEL

Circ. D. 4,171

DEC 231960

e B

Play is

By RALPH VILLERS
United Press International

NEW YORK (UPI) — Play
is big business something
like $1.65 billion a year — and
the Christmas season is when
it rings the cash registers loud-
est.

The toy business is up this
year. The 450 members of the
Toy Manufacturers of the
|U.S.A., Inc., a trade organiza-
| tion, report shipments for the
| first nine months of 1960 were
| running 7.7 percent ahead of the
same period in 1959.

' At the same time, imports of
toys have been cutting into the
domestic market. Imports rose
by 85 percent from 1955 to 1959.

But, the population increase
has broadened the market, and
there’s no lack of customers.

Along with the population ex-
plosion goes the general rise in
the standard of living — a very
important factor which makes
more costly toys wmore readily
aceeptable, e

MOT MANY years hack prac-
tically the only costly items
were in the realm of electric
train sets, bicycles and the oth-
er locomotion toys.

Today, there are numerous
‘1{oys in the $20 to $30 and higher
cdtegories — and they’re sell-
ing.

Some of the larger dolls carry
a $25 or $30 price tag. There’s
a Yukon Dog Sled this year big
enough for ~a child to sit in,
and equipped with a harness
for dog locomotion. The price
is $29.85.

Emenee is offering the first
electric chord organ on the toy
market at $29.95. The American
Fiyer Stock Car Race, in which
two tiny cars race around a
metal track under electric pow-
er, sells for $34.95. And the Au-
temat, a series of kits with pre-
' ment for constructing automa-
 tion models, retails anywhere
| from $44.95 to $200. f

And, for the person who Want\
to >pend a little more, Steiff, a |
German maker of stuffed toys,
. has a life-size moose at $750.
But, like the other producers of
~higher price toys, it also offers
loew-cost items, say a lady bird
for 35 cents.

THE = TOY  Manufacturers
credit the rise in the standard
of living for opening the market
for higher priced items. |

But, here is an interesting |
fact. Charles S. Raizen, presi- |
dent of the manufacturers’
group, notes that with the rising:
. tide of sales, profits of mem-

big business;
eport Sales Increase Over 1959

ber firms
cents per dollar of sales in 1959.

That compares with an average |

of 4.8 cents per dollar of sales
earned by all U.S. manufactur-
ing corporations in 1959.

Another thing toy manufactur
ers have to contend with is
price cutting. 'They suggest re-
tail prices, but stores out after
the business trim the prices—
sometimes to even less than the
wholesale cost.

For example, one $12 mech-
anical toy was going for $5.55
in a New York store, A $6
game was selling for under $4
at another metropolitan depart-
ment store.

Price shouldn’t be the consid-
ered factor in guying toys, ac-
cording to the Toy Guidance
Council, an independent organ-
ization which has a group of
educators pass on the toys and
age-grade them for suitability.

““POOR QUALITY toys can
be wasteful from not only the
money standpoint, but also can
he dangerous 4
a child,” a spokesman pomlul
out.

“The key to toy buying,” he
said, “should be age suitabil-
ity, along with a knowledge of
the child. If it’s too complicat-
ed, or too simple, its no good.
It has to stimulate the imagin-
ation and challenge the child.”

An example of what he meant
was the virtual failure of the
bpace Age toy trend some tive
or six years ago. The toys of
that time were of the space
fantasy or Buck Rogers type,
the spokesman said, but since
Sputnik  and the satellites

averaged under 2, there’s been a reéurgence of

Toy Firms

toys in the space fact category,
and the sales are growing.

A vice president of the coun-
cil noted that he had never
seen such a collection of profes-
sional-type science toys.

Such is .one of the reasons
that U.S. toy manufacturers are
claiming ability to get an in-
creasing share of the consum- |
er’s dollar. ]




